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THE NEED 



The Obesity Epidemic-Forcins Chanses in the Food Industry 

Experts agree that the population in developed countries is getting fatter - 64.5% of 
all adults in the USA are classified as either overweight or obese\ Obesity is the 
dominant unmet global health issue, with Western countries topping the list^. Not 
surprisingly, the obesity epidemic is one of the most popular topics in all types of 
news media. Speaking in San Diego at the largest-ever conference on childhood 
obesity. Dr. Richard Carmona called obesity the fastest growing cause of illness and 
death in the United States and said It deserved more attention than any other 
epidemic?. 

The obesity problem translates into a significant economic burden on the public. 
Obesity-related medical bills in the U.S. reached $75 biflibn in 2003. More than half 
this sum, about $39 billion — or about $1 75 per taxpayer — was paid by taxpayers 
through Medicare and Medicaid programs. Taking into account not only obese 
people but also those who are just a few pounds over an ideal weight, the total 
annual medical bill reached $93 billion in 2003. And this sum includes only direct 
medical costs related to extra weight but not indirect costs such as time off work^. 

As worries about obesity sharpen, so does the search for somebody to blame. 
Traditionally, losing weight has been viewed as a matter of personal responsibility. But 
a growing number of studies suggest that while willpower obviously plays a role, 
environmental factors such as portion size, price, advertising, the availability of 
food and the number of food choices presented cdn influence the amount the 
average person consumed. Consequently, consumer...g|;ou*ps blame fast-food 
restaurants, food companies and the government for AmerlGa's obesity probIem^ For 
many, especially ''public interest!* groups, evidence of dartiage also is evidence of 
liability'. 

Government authorities are taking action, as evidended by a 'flood of legislative 
solution's that are being proposed. For example, in'''*20b^' lawmakers of the various 
states in the U.S. filed more than 140 bills aimed at obesity, nearly double the 72 
filed the year before. In the District of Columbia and half a dozen states, lawmakers 
are debating bills that would require fast food and chain restaurants to post nutrition 
information such as caloric, fat and sugar content on 'nn^nus?. Consumer groups are 
proposing a "fat tax" on some junk, foods — and even nutritional "warnings" on 
product packaging. Taxes on high-calorie snacks and soft drinks aren*t.out of the 
realm of possibility^ Regulatory authorities such as the FDA are reconsidering 
nutrition label reuglations, seeking to improve the quality of information given to 
fliepublid^. 



JP Morgan analyst Arnaud Langlois called this year^ World Health Organization report 
on obesity "a time bomb for the food industry". Producers, processors and industry 
associations are very concerned that they will be targeted as a special cause of obesity 
and that bad publicity v^nll damage sales^'. 

An additional concern in the industry is the growing momentum of litigation. At 
least seven such lawsuits have been filed, said John F. Banzhaf III, a professor of 
public interest law at George Washing^n Unlversity'^ Professor Banzhaf, best known 
for spearheading billion-dollar victories over the tobacco miJustry and widely credited 
for the removal of cigarette commercials from television is ho>!v channeling similar 
energy into reforming fast food^^ 

Some of the food companies are more vulnerable, to . threats of lawsuits and 
government regulations than others. An analy^s report, from J. P. Morgan In April 
2003 named big companies most likely to suffer (H^rshey, Cadbury, Cpca-Cola, 
Pef^iCo)^^. Not surprisingly, major foodmakers and foodsellers are attempting to take 
steps to stave off disaster. 

Many companies have recently appointed advisory boards of top nutritionists. ""All big 
f(Ood companies are re^amining their product lines knd how they market them/" 
says Marion Nesde, nutrition departiment chair at New York University. Companies 
are changing their portfolios, the composition of their products, their packaging and 
their nutrition labels. For example, Cadbur/s portfolio, five years ago, was 80% 
chocolate; now it is 55% chocolate. McDonald'^ menus now feature salads and fruit. 
The composition of foods that are not dietary or health-oriented, and even of junk 
food, is being revised. PepsiCo, for example, says it has taken all the Trans fats out of 
its Frito-Lay snacks. The change cost Frito-Lay In the tens of millions of dollars, but 
this could be a wise investment, judging by recent trends.* In the first three quarters of 
2003 unit sales volume for Frito-Lays "better-for-you" products grew about 25%. 

Kraft has initiated a global overhaul of the way it creates ;package5 and promotes its 
foods. Kraft plans to reduce the portion size, fat and calories of ; many of Its foods, a 
move that other major food companies worldvvdde are expected to mimic^^. Even 
McDonald's has begun to provide the public with* nutritional value information. 
Branches In New York, New Jersey and parts of Conneticut now advise customers 
which items on the menu they can choose in order «tp reduce their intake of fat, 
carbohydrates and calories. "We are trying to educate our- customers that the foods 
they love at McDonald's can fit into the diet the/re. on", said Cristina Vilella, 
marketing director for the company*s.New York Metro region^' 

Some food industry supporters believe the lawsuits * have spurred the rush of 
companies announcing new, healthier products, but changing food also may be in 
the best interest of companies, and even may be necessary for their survival. In 
discussions with industry officials and other experts across the food industry, most 



observers expect that the building 'Svar on obesity^ will have both wiiiners and losers, 
and that the "nimble, skillful and fortunate" will be able^to position thernselves to take 
advantage of new concepts and ideas as they emerge, while- the complacent and 
slow-moving may well be left behind"^^. 



Driven by consumer demand and fear of regulation !ahd' litigation, food makers, 
retailers and service providers are linking for feas'iljie'ways to help consumes eat 
reasonably: . r' 



Trends in Fcx5d Shopping- What Are Consumers LooWns For? 

An old industry truism holds that ''the consumer is kin^. Food retailers today.would 
update that saying to "title consumer is dictator"^^ Analysis of trends in food shopping 
shows what it is this consumer is looking for: 

Wellness: Defined in one expert's opinion, Wellness is money spent to make you feel 
healthier, even when you're not "sick" by any standard medical terms. The Wellness 
Industry has shown astounding growth, rising from virtually zero in 1990 to $200bl in 
y2000. It is etimated that this $200bl will become one trillion - or more - by the 
year 2010^^. Weight control and healthy eating habits are a central facet of the 
quest for Wellness. More Americans are seeking inforrnatipn^pn food and nutrition, 
tuning in to healthful-eating messages and taking .actiop^^'lcjiprpye their riutrition and 
health than at any time in the past decade^. ; 

While fat content is less of concern today, people still want to k>se fat. In fact, weight- 
loss has become the No. 1 dietary trend^^. Sixty six percent W Women and 51% of 
men state they need to lose weight?'- At any ^ven tim^/; nearly- 29% of men and 44% 
of women are trying to lose weight^^ Even among those who are not overweight, 
increasing numbers attempt to monitor their daily fobd ili'take in order to maintain 
their current weight or to improve their health and Well-being. Only 26% of Adults 
are unconcemed with their weight^. Over two thirds' of Americam wishing to 
make a diange in their eating patterns constitute a substantial engine for a move. 

Convenience: A glance at the past centur/s food developrrient milestones su^ests 
that the food industry is driven by consumer' demands for convenience. 
Convenience, however, is a dynamic term that seems to change with each 
generation^. These days, people want different things frorh their food. Individually 
wrapped and portioned products are hot. From frozen peanut butter and jelly 
sandwiches to fried chicken, convenience and single size packages are everywhere^^ 
Convenience is also the name of the game in weight management, with most 
consumers looking for do-it-yourself weight control tools^°. 



Taste: According to the Food N4arketing Institute's annually conducted food trends 
analysis, ''taste" has always been the #1 requisite of consumers^. The trouble is that 
consumers want contradictory things. Titey want to be healthy, but they also want 
their food to be tasty, cheap and convenient, all of which point in the opposite 
direction". 

Attempts by foodmakers to satisfy the public appetite for nutritionally conscious 
products generated notable flops such as Taco Bell's Border Lite menu, Kelloggfs low- 
fat Pop-Tarts, Krafts reduced-fat Chips Ahoy and, most infamous, McDonald's 
McLean burger^\ A new Harvard Medical School^ study suggests that children 
between the ag^ of 9 and 14 who diet are more likely to gain weight than those who 
do not — in part because once they have denied them^li^es certain foods, they can 
ending up overeating or bingeing on those same foods^^.- The lure of fat and sweets 
remains deeply embedded in our bralr^ and in our histbry. • 

It is not surprising that while over $950 billion are spent each year in the USA on 
food^, only $34.7 billion are spent on products defined as "dietary^^. Tlie figures 
indicate that ""dietary foods do not ghre an adequate response to the needs of 
dieting consumers. 

Health'conscious Americans constitute a huge andgrbwing marlcet This market is 
eager for a fair solution that will allow consumers to monitor their food intake 
easily while eating only conveniently available, reasonably priced, palatable food. 



So How Should the Food Industry Help Society Be Leaner? 

On the whole, the world's food Is getting healthier Diet,,.0(7^the..pther.hand, is getting 
worse. With all the new 'healthier* foods available th<^f..days, you would think that 
Americans would be losing weight, be stronger and healthier. The statistics show that 
just the opposite is true^^ , , . . 

There is a chaotic abundance of ideas and suggestions ab6ut what should be done 
about weight control, and by whom. Efforts td chahge' fdod, improve nutritional 
habits and reduce obesity are complicated by a fundamental problem: Scientists still 
haven't decided on the healthiest approach to dieting?'- ' ' 

Experience shows that trying to make consumers eat 'only foods that are good for 
them simply doesn't work. In a recent report on obesity, Merrill Lynch described the 
food market as "bipolar," divided between our urges to "diet and to indulge^^. ' 

Moreover, "good" is a dynamic term, affected by a host of Individual and social 
factors. Health fads come and go, just as hemlines, rise and fsdP\ The Natural 
Marketing Institute (NMI) has released a study focusing on what It calls 'Wellness 



polarization'' — a move by consumers °away from more moderate attitudes about 
health and wellness and toward opposing ends of the specb-um": either all-natural or 
all-carbs or all-protein or all-whatever^^ In 1985 people gave up caffeine; In 1987, 
salt; in 1994, faL Now, Itfs carbohydrates. All those previous fads faded^°. A report 
issued by the Hartman Croup calb the current low-carb craze a passing iad, although 
it considers it an indicator of a wider trend regarding the'ie'ating habits of Americans in 
general. Only about 1% of all consumers can be expected to become long-term 
followers of a low-carb diet, and even this could be ah bverestimate'^V In response to 
attempts to classify foods into good apd bad, the position of the American Council for 
Fitness and Nutrition^^and the American Dietetic Association'*^ is that: 



AH foods, when consumed in moderation, can be pari of a healthy diet 

"Diet related health problems are more a matter of unhealthy diets than unhealthy 
foods", said Dr. Mark McClellan, commissioner of the FDA. "It is the lack of useful 
Information that is prompting consumers to make unhealthy eating choicest. The 
conclusion reached by Roger Deromedi, Kraft co-CEO, Is that "What people eat is 
ultimately a matter of personal choice^ but we can help malce it an educated 
cfto/ce^^. The question is what is the most beneficial information and how can it be 
used effectively. 

On August 11, 2003, Mark B. McClellan, M.D., Ph.^)., Comnnissioner of Food and 
Drugs, created the FDA's Obesity Working Group (OWG). He charged the OWC to 
prepare a report that outiines an action plan to cOver critical dimensions of the 
obesity problem from FDA*s perspective and authoritfes. "Our report concludes that 
there is no sul^tute for the simple formula that "calories in must equal calories out! in 
order to control weight," said FDA Deputy Cornmissioher Lester M. Crawford, 
D.V.M,, Ph.D. "WeVe going back to basics, designing a Comprehensive effort to attack 
obesity through an a^essive, science-based, consumer-friendly program with the 
simple message that 'Calories Count*^,™ 



According to the FDA, there is one basic scientific truth about weight control: 

Weight control is primarily a function of caloric balance. You are sure to lose 
weight if you consume less calories than you burn. 



James O. Hill, PhD, director of the Center for Human Nutrition at the University of 
Colorado Health Sciences Center in Denver, found that people are gaining one to 
two pounds a year. The reason is that they eat a tiny. amount more every day than 
they should — no more than 100 calories more. The solu.tion .is. sirnple.. — "eat less," 
says Hill. More specifically, cut 100 calories every day^^ 



But even this small change is difficult to make without the appropriate tools. Previous 
paradigms aimed at helping people reduce their caloric intake (e.g. introduction of 
diet foods or low-fot foods) gained many followers but, as the obesity figures show, 
produced little effect We believe that only an across-the-board paradignn shift that 
makes calories the focal nutritional information for all foods in all categories can 
create a supportive environment for caloric raunting habits. 

Calories, the common denominator of all foods, are the aspect of nutritional content 
that is best known to the public. Yet a survey conducted by the CENTRITION team 
shows that while the vast majority of adults are calorie^nsdous, less than 30% 
know the calorie content of the food they eat and tess than S% know how many 
calories they need in order to maintain their current weight^. 

Despite the abundance of diet books, increasing media attention and growing 
consumer awareness about nutrition, consumers have trouble using the language of 
nutritional content Without knowing the caloric value of our foods or our daily 
calorie requirements, we can neither reduce our caloric intake nor substitute healthy 
foods for unhealthy ones within our caloric budget Without an easy-to-use frame of 
reference we just can't apply the nutritional content information we're given to guide 
our nutritional choices. This lacking information holds a key to successful long term 
changes in our eating habits. 

* » . 

THE PARADOX: Everybotfy now agrees that most consumers-wish to promote their 
wellness by monitoring their food intake^ but latJcjthe basic tools to do so. Only 
with the appropriate tools will we be able to achiey^ die rfegessary balance and 
moderation in our eating habits. 



This is where CENTICAlP^ comes Into'the picture. 



CENTICAL^'^ - WEIGHT CONTROL. AAADE REALISTIC 

• • • , 

The CENTICAL^ system embodies an ingeniously sinnple paradigrn shift in the food 
world, which gh^es Consumers a reali^*c tool for contrdlli'hg'their ft)od intake. 

The CENTICAL™ Concept 

The obvious way to give consumers control over their food Intake is to provide them 
with portions measured direcdy in relevant units of nutritional content. 

Instead of selling food the traditional way, by weight or volume, lets offer Ibod 
die CENTICAiJ^ way - packed or measured in units defined by nu triUonal content 

^ CENTICAL^ provides the infrastructure for a uniform food measurement 
scheme based on nutritional content. 

^ The CENTICAL™^ approach creates a paradtgnri shift by defining a uniform 
nutritional frame of reference for all food types. 

^ This is the simplest way to help consumers grasp the relevant nutritional 
Information, thereby giving them a practical tool for food monitoring. 

^ As consumers gain the means to control their .nutritional intake, food 
manufacturers, retailers and ^rvice providers _f/ee themselvK of excessive 
responsibility. 

The CBslTICAL^^ Method 

CENTICAL^*^ is an intuitive yet surprisingly new method that creates a holistic 
framework for nutritional control. Based on a few simple tools, CENTICAL^ allows 
consumers to define a nutritional budget and make informed, controlled and flexible 
choices about the foods they eat within its limits. The modular CENTICAL^^ method 
has four main facets, which can be adopted in whole or in part as an implementation 
of tfie basic CENTICAL^ concept: 

[a] A caloric budget is a frame of reference that can augment and impiove any 
weight control method. So let^s offer foods packed or measured in caloric 
content units*. 



The CENTICAL^** concept may also be Implemented by offering food In other nutritional content 
units, such as carbohydrate content, protein content etc . . 



[b] Adding round numbers is fast and easy, and only fast and easy methods work. So 
let^s choose caloric contmt units that are round numbers. 

[c] In addition to being easy to use in calculations/ the base caloric unit must be 
reasonable as a serving size — neither too small nor too large. Based on 
analyses of current trends in the food industry, we believe that f/ie optimal base 
nutritional unit is 100 calories.. So let's define the* basic serving for each type of 
food as the minimal reasonable portion, rounded to the nearest 100 (or 
sometimes 50) calorie unit 

[d] If 100 calories are the optimal base unit; let^s make 100 calories Ifte neiv 
nutritional reference unit and define a new base coin in food measurement 
theCENTICAL^: . , 

M =100 Bil! = CALORIES 




With thousands of food products available to us, we need easy-to^ccess and easy- 
to-use tools that will allow us to make informed nutritional choices. The new 
CENTICAL^ unit is predsely that kind of tool. CENTICAL^ enables defining and 
implementing a caloric budget and serves as a reference unit that bridges the 
boundaries between food categories and enables* comparisons and educated 
iJioicesamong foods of all kinds. 



The CENTICAL™* Caloric Content A/tarkins System 

The common denominator of all CENTICAL™ products will be large and dear graphic 
marking of the caloric content of the food package, presented at die point of eye 
contact, at the front of the package. Every CENTICAL^'^ product will be marked with a 
dear, graphic indication of its caloric content, in the fpllowing manner: 



Every food package will state the caloric content of the 
total amount of food it contains. 
Whether buying an individual-portion 
product, a multi-pack or an economy 
pack, the ransumer must know the 
caloric contents of the entire package. 




_ fa- u\ 



If the package contains more than one portion, the total caloric content may be 
stated as a product of the caloric content of an individual portion and the 
number of portions in the pack. This, however, requires that the package be 
provided with the means for dividing it into Individual CENTICAL-ly-slzed 
portions. 



For example, in the case of multi-packs and portioned 
products, each individual pack will contain a 
CENTICAL-ly-sized portion. That's why it's reasonable 
to state the caloric content of entire multi-packs as idhe 
product' of the caloric content of an individuarpadc ' 
and the number of individual packs In the package. 
Every individual pack will also be marked with an 
indication of its caloric content. 



The same prindple applies to economy 
packs, if the pack is equipped with an 
inherent one-step measuring tool for 
individual CENTICAL-ly-sized portions, it is 
reasonable to state the total caloric content 
of the pack as a product of the number of 
portions. The package will contain a page of 
removable stickers stating the caloric 
content of each portion. 




' 5 J J ^ 



Product Ranse 

CENTICAL^ products will include all food kinds, allowing consumers to choose their 
food according to their individual tastes, preferences and dietary guidelines. The 
range includes: . . 

■ Basic producis e.g. bread, cereal, rice, pasta, fruits, vegetables, meat^ 
poultry, fish, beans, eggS/ nub, nnilk, yogurt; ch^e, fats, oils, sweets. 

■ Ready-to^at producis :,-'t. 

■ Fr^h, frozen^ cool^ and canned food ' 
m Sofi drinks. Juices and alcoholic beverages . - 

Product Types 

CENTICAL^'^ products come in several major varieties: , 

Supermarixt Selections: u } ' * ^ 



p. 11 



8x 



Individual portion packages with a predetermined calorie content, usually a 
CENTICAL^ multiple; 



FRQSmS 

^ — 




+ Calcium 



■ Various types ofmuW-packs^ & portioned products, indudihg pack-in-pack, P* 
joined packages, multi-packs or packs with portion dividers comprising 
several individual portions with a predetermined calorie contend usually a 
CENTICAL'^ multiple; 




Mid^-size packages intended for consumption by one individual over more 
than one eadng session but within the time-frame set for the caloric 
budget For example, a 3-CENTICAL^^ milk bottle may be 
used for the moming's cornflakes and the entire day's 
coffee, allowing a daily calories count that doesn't require 
measuring the calories In each individual cup. of coffee. i^^Jnj 
Likewise, . a 7- 
CENTICAL^^ chocolate 
tablet can be eaten at 
will throughout the 
week as part of a more 
flexible weekly caloric 
budget. 



Other packs supplied with inherent tools 
for measuring out food from the package 
in calorie-based portions. These tools may 
include markings on the package, 
markings on the food itself, bottle caps 
serving as measurement cups, etc. 



i • 




w 








^ Food Service Selections: 

■ Restaurant menus 

■ Deli sandwiches 

■ Convenience store offering 




( SAUUS ^ 






$7:95 


^^^^^ 


ffiom - - 


"^^^^^ 


$7:96 
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CENTICAL^ AAeasurins Toob: 




Markings on the food, allowing measurement of 
partial quantities in CENTICAL^'^ units; 

Measuring Jugs with markings for measuring out 
spedfied liquids or bulk foods (e.g. flour or cereals) 
In CENTICAL^ units. These measuring jugs may be 
offered with the food package or separately; 

Scales allowing measurement of foods (e.g. flour, 
pasta, fruit; vegetables, fats) iij CENTiCAL™ units. 




CENTICAt^** Indications 
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Each CENTICAL^ product and portion will have a label (preferably a removable 
sticker) on or In the package, containing the following jnforrhation*: 

■ CENTiCAL^ symbol 

■ Primary nutritional information = caloric value, in calories or 
CENTICALs^'^. 

■ Secondary information = selected additional nutritional , and/or non- 
nutritional information, displayed graphically. The choice, of additional 
information displayed will reflect changing trends In the health, wellness and 
food industries, it may include standard nutrition statements (e.g. "no sugar', 
"low sodium"). Food Pyramid Croup, relative protein/carfoohydrate/fat 
content, and any other nutritional content information in demand (e.g. ^low 
carb", ^high protein'O, as well as any other non-nutritional information (e.g, 
product name, weight, price). Sample labels may (but don't have to) look 
like this: 

- Name of product 
-CENTICALTM symbol 

- Number of calories in portion 

- Red color dassiiying the product as belonging to the Food Pyramid Meat; 
Poultry, Rsh, Dry Beans, Eg^ St Nuts Group 

- "Low Garb' indication, aimed at consumers on low carb diets 






' Same, but calorie content is stated in'SiEhfflCAi^™ instead of calories. 



- Name of product 

- CENTICAL^ symbol 

- Number of calories In the container 

- Standard "low fat^ indication, as defined by the FDA 

- Blue color for the Food Pyramid Milk, Yogurt & Cheese Croup 

- Name of product 

. CENTICAL^ symbol ' ^ ' 

- Number of calories in the serving • 

- Ring? show relative content of carbbhydrsites (brown), protein (red) & fat (yellow). 

■ CENTICAL'*^ symbol 

- Number of calories in the serving 



• This sticker is an addition, not a replacement to the nutrition labeling required by law. 



Documentation Means 



CENTICAf'^ Diary — Experts agree that keeping a food diary greatly contributes to 
sucxessful long-temi weight loss"*®. CENTICAL™ consumers wishing to document tiieir 
food intake can simply remove the sticker from the personal CENTICAL^ portion 
eaten and stick it on the day's page in a CENTICAL^ diary. At the end of the day the 
diary shows how many calories were consumed and other relevant information such 
as which foods were eaten and how they were divided among the Food Pyramid 
Croups. 

CElsmCAL^ as Reference Unit for Food-Related Infonmation 

Food packages display a variety of data relating to the packaged food. Additional 
information is often displayed in labels located on or near the product's allotted shelf- 
space. For example, the amount of food in the package is stated, customarily in units 
of weight or volume. Macro and micronutrient content is stated per weight or volume 
unit (e.g. per lOOg, per fluid ounce), or per serving, where the serving size is defined 
in weight or volume units (e.g. per a 30g serving of cornflakes with half a cup of skim 
milk). Price is stated per package, per total package weight, and/or per weight or 
volume unit 

This type of labeling makes it difficult for consumers who wish to eat within the 
framework of a nutritional budget to make informed, quick and simple comparisons 
between food options. For example, servings are not entities that it is reasonable to 
sum, i.e., it is not reasonable to set a daily ''ser^nng^ budget (e.g. 20 servings per day). 
Consequentiy, for a subject trying to maintain a nutritional budget, comparing the 
nutritional content of a serving of cornflakes and a serving of yogurt is not a fruitful 
task. Ukewise, it is not reasonable to set a daily food budget in weight units (e.g. 1 kg 
of food per day), and therefore it is not a fruitful task for a subject to compare the 
nutritional content of 50g cornflakes and 50g yogurt. Furthermore, since some foods 
are measured in weight units and others in volume units, summing is not only 
unfruitful but also often impossible. 

In spirit witii the general CENTICAL^'^ concept, we believe that information should 
stated relative to the nutritional units that are used to 'id^fihe^ a nutritional budget, the 
ideal reference unit for this information being the CENTICAU^*.. Calorie/CENTICAL- 



• Altliough we believe that the CENTICAL^'^ is the ideal reference .unit for nutritional and other 
information, alternative applications of the system are possible using other nutfitional units as reference 
units. For example, subjects whose primary nutritional goal is to limit their carbohydrate cqnsumption 
will want to compare the nutritional benefits of different foods that have the same carbohydrate content 
These subjects will benefit from labels that are focused on carbohydrate eContent which may state macro 
and micronutrient content relative to a portlgn defined in terms of carbohydrate content or relative to a 
fixed amount of carbohydrates (e^. IQg), for example. 



focused labeling caters to the needs of subjects who maintain a daily caloric budget, 
which is the most natural type of nutritional budget to use. First, calories are the 
common denominator of all foods and It is therefore feasible to sum total calorie 
consumption. Second, whereas it makes no nutritional sense to sum servings or grams 
eaten per day, it does make sense to sum the calories consumed. Third, it is 
commonly accepted that limiting caloric intake is a key, if not the key, to weight 
control. Experts and regulatory authorities are increasingly emphasizing the need for 
maintaining a caloric budget 

The basic concept underlying Ote use of calories as reference unit for food-related 
information is that calories are the cost we pay for consuming foods, and as 
consumeis our goal is to maximize the benefits we obtain for a fixed caloric price. 

For a given caloric price we can buy ourselves several different types of benefits — (a) 
health benefits such as intake of r;equired macro ^nd micronutrients; (b) satiety 
benefits, Le. how full we feel after consuming this amount of calories, generally 
related to the weight/calories ratio that characterizes the food; (c) pleasure benefits, 
I.e., how much pleasure we derive from consuming this amount of calories from this 
particular product (for example many consumers would derive more pleasure from 
100 calories of chocolate than from 100 calories of cabbage); (d) convenience 
benefits, i.e., how easy is it for us to obtain and prepare this amount of calories from 
this particular food product (e,g. 700 calories of takeaway sushi are more convenient 
than 100 calories of salad prepared at home; and (e) price benfits, i.e., how 
expensive is it for us to obtain this amount of calories from, this particular food 
product, relative to other options with the same caloric content. 

Different consumers value the various benefits differently.* Some care more about 
nutrition, some care more about taste. But all wei^t-consciotis consumers will want 
to maximize the value of the calories they consume ,6n one or more of the scales 
above. In order to do so consumers must have the relevant cost and benefit 
information. Taste and convenience benefits are obvious.. But for nutrition, satiating 
effect and price, consumers must receive the appropriate in(qn]nation in a format that 
will facilitate fruitful comparisons. . 

Calorie-based units as reference units for nutritional information: A subject who 
maintains a caloric budget will often- want to optimiz^ the nutritional content of the 
food consumed within the budget In other words, within a caloric budget, it makes 
sense to compare the nutritional value of different foods relative to their caloric 
''cost". For example, whereas a subject may eat a 500-calorie lunch comprised 
entirely of chocolate, nutritional considerations will favor eating a 300-calorie chicken 
breast sandwich and a 200-calorie salad. 



stating nutritional information relative to a caloric reference unit will allow consumeis 
to make an informed, quick and simple comparison based one or more nutritional 
components between all of the different types of foods, maximizing die nutritional 
value of the calories they consume. The present document augments Provisional 
Application No. 60/575,371 filed on June 1, 2004, Provisional Application No. 
60/583,601 filed on June 30, 2004, and Provisional Application No. N/A filed on 
December 27. 2004 (Use of Nuti-itoonal Units as Reference Units for Food Labeling) 
The present document provided further details regarding the use of calories and/or 
CENTICALs as reference units within the CENTICAL method or independently of the 
method. 

Nutritional information in tfiis respect includes, but^'is: n^t iiiTiit^ to macro and 
micronutrient content According to tiie present invention, Jn.addition to or instead of 
stating a food's macro and micronutrient content per.JOOg or per serving or per 
container defined in weight or volume units, macro and micronutrient content may 
be stated per tfie total number of calories in the package, per pr«-measured 
mdividual portion where the portion is defined in calorie units, per recommended or 
pre-measured serving where the serving is defined in calorie units, per 100 calories or 
per CENTICAL 

The new Dietary Guidelines for Americans, published on January 12, 2005, provide a 
striking example of why such a calorie-focused labeling system is needed. According 
to the Guidelines, most Americans should eat fewer- talorles," be more active, and 
make wiser -food choices within calorie needs. In .particular, meeting- nutrient 
recommendations must go hand in hand witii keeping calories under conti^ol. The 
guidelines therefore recommend consuming nutrient-dferise foods and beverages— 
those that provide substantial amounts of vitamins and minerals and relatively few 
calories— maximizing the health benefits of the foods consumed while keeping the 
total within the energ/ needs. 

However, when it comes to giving specific advice, the Dietary Guidelines fail to 
implement their own theory! Throughout the report, the'nubient and calorie content 
tables, meant to guide Americans in making wise food -choices, state nub^itional 
infomiation relative to the "standard amounts" defii^ea. ln-WeightM>lume units. As 
discussed above, diis type of labeling does not provide the mfeaiis for straighti^orward 
compansons of nutiient densities. Only calorie-focused labeling according to the 
CENTICAL approach would provide the infonnationitiiat^he Guidelines tfiemselves 
deem relevant 

For example, the Dietary Guidelines recommend sw^et potato as the No. 1 food 
choice for potassium: a serving of Sweet Potato (on^'^i potato, 146 g) contains 
694 mg of potassium, while a serving of beet greens (1/2 cup) contains only 655 mg, 
and a serving of cooked Spinach (1/2 cup) contains only 419 mg. However, 



converting this information to straightforward nutrient-density units (e.g. stating the p. 18 

nutrient content per 100 calories), we see that beet greens and spinach are fiar better 

choices than sweet potato as sources for potassium: beet. greens contain 3447 mg of 

potassium per 100 calories, cooked spinach ointains f d95 hng of potassium per 100 

calories, while sweet potato contains only 530 mg potassiuVri pi^r 100 tdlories. tllearly 

this is the relevant information to use v^en trying fo'^aiimize the benefits of the 

calories consumed. For additional examples from"' thfe'^bTefary* Guidelines, see 

Appendix 1. " 

Calorie-based units as reference units for non-nutritional information: Other, 
non-nutritional information in this respect includes,, but is not limited to weight, 
volume, or price. Thus weight, volume or price may Be stkted per the total number of 
calories in the package, per pre-medsured individual pbrdbn Vvhere this portion is . 
defined in calorie units, per recommended or pre-itieasured sending where the 
serving is defined In calorie units, per 100 calories or per CENTICAL Stating the 
weight per caloric unit (e.g., SOg^CENTICAL), for example, provides a measure of 
"energy-density." To some people, energy density, i.e., how much enei^gy a food 
contains in relation to its weight, or inversely, how much a food weighs in relation to 
its caloric content, may be more important than the total .amount of energy a food 
has. Energy density relates to how satiating, or filling, a food is. For example, a large 
candy bar, which weighs 100 grams, may contain more calories than a meal of sirioin 
steak served with potatoes and broccoli, having a total weight of 400 grams. Thus, its 
high energy-density means that the large candy bar has a disproportionately high 
calorie content relative to its satiatirig effect A subject maintaining a caloric budget 
will want to compare the relative satiating effects of differerit types of food that have 
the same caloric costs. For example, when seeking to optimize Jthe satiatirig effect of a 
5-CENTICAL lunch, the subject will prefer a meal ofrCj\iGteri. ^Breast, Broccoli and 
Baked Potato with a weight of lOPgTCENTICAL iSOOgis '/O^ meal of 

Hambui^er (without the bun) and French Fries with, .a^ Weight of 35g/CENTICAL 
(175g/5 CENTICALs), as the energy<lensity of the second .option is 3 times higher 
than the energy density of the first option. . . ; » . t . 

CENTICAL^'^ may also be used as reference unit for pricing. Instead of (or in addition 
to) stating the price per weight or volume unit, price^nriay be stated per 100 calories 
or CENTICAL™. This information rnay be used, for exarriple, in price-computing 
scales. 

For detailed examples and discussion of the proposed' method of adapting current 
food labels to the CENTICAL^ concept, using nutritionally-relevant units as reference 
units for the information, see Appendix 2. 
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Creatins the Infrastructure for a Calorie-Focused System 

A wlde-scale shift to caterie-focus In the food univeise requires the use of supportive 
devces and Infrastructure. At present; devices used in the manufacturing, processing, 
measunng or selling of food are weight and/or volume-focused. They accept input in 
weight or volume units, and/or rely on weight/volume information for calculations, 
and/or or provide output in weight/volume units. These devices will have to be 
adapted to use caloric units (calories or CENTICALs) as input, output or in the 
intemiediate stages of operation, instead of or in addifion to the weighl/volume units 
that are currently used. ' • " • ' 



Such calone-based devices will be necessary, for ^example, in supermarkets, for 
handling foods that are packed, measured and priced tat die tetail outlet itself rather 
than by the manufacturer (e.g. bulk foods, fruit and vegetables, foods sold at 
osunters). The^ devices include: .\ . « • . 

Portionins Devices: 

Portioning devices are used to obtain a food portion of a particular size. These 
devices are generally for industrial or semi-industrial use fe.g. for foods that are pre- 
packaged at the supermarket itself or- at a supporting facility). Currendy, these devices 
are weight or volumeKx>ntrolled - they accept the required portion size in 
weightA«>lume units and portion the food accorxiingly: Some devices also wrap the 
portion and print a label. Portioning devices may have additional weight-controlled 
size-reduction options. For example, weight-controlled slicing devices accept as input 
not only the total portion size but also the desired size of sub-units into which the 
portion is to be divided, both of them specified in weight units. 

In a calorle-focused system, these devices will be adapted to ibcept as input a portion 
sjze defined in calories or CENTICALs - /.e., calorie controlled.portioning. Portioning 
devices exist for different types of food, such as ch#^,.ftub, vegetables, poultry? 
fresh and processed meat, French fries, potato chips, .bread,.ready meab etc. Even 
for fruit and vegetables, devices are available that accept.*he desired total weight as 
input and assemble several units of the fruit or vegetablp..sQ. .that their total weight 
adds up as required. These devices may sort the fruit, pr vegetable units by size (by 
passing them through holes of dWerent sizes, for example); which is then converted 
to weight according to the conversion table accessed by the device (part of die 
device's internal software or of the stbre's ERP). The device then Calculates how many 
units of each size should be included In the package to produce the required total 
weight According to the proposed calorie-focused adaptation, such a device would 
accept as input the desired total caloric content of the package, preferably In 
multiples of 100 (or 50) calories, will consult the conversion table for the product's 



weight-calorie conS^rsions, and will proceed as usual to produce the desired portion. 
For example, a supermarket may request its fresh meats provider to provide slices of 
steak in a variety of caloric sizes, e.g. 300, 350, 400, 500 calories^ etc. 

In certain cas^, product-specific weights are used to" pbrtiori a spedfic product Into 
predetermined portions. For example, a bakery may use dough* weights to divide a 
large quantity of dough into 150g portions (for buns)'an>3 6b0g portions (for loaves), 
in the proposed calorie-focused system, the size of these weights would be adapted 
to measure out portions defined In caloric units, preferably multiples of 100 or 50 
caloric. For example, a 2-CENTICAL^ weight welding 50 grams will be used to 
portion dough into 2-CENTICAL^ bqns. 

*• ' • 

Price-Computins Scales 

Price computing scales accept as input a portion of food and the food's code, and 
produce as output (on a display or in print) the portion's weight and price. In order to 
calculate the food's price, the device accesses a look-up-table, in its internal software 
or in the store's ERP, to find the product's price/unit weight;, and multiplies this 
number by the weight. Some price-computing scales can also accumulate portion 
prices to produce the total price. Some of these devices are further integrated with 
other types of devices, such as size reduction machines (slicers, shredders, dicers, 
etc.), label printers and cash registers. 

In a calorie-focused system, these devices will be ad^^Wd to produce as output the 
price of the package and Its caloric content, instead /pi* in^^addition to the package's 
weight Here too the adaptation will be implement;e'(d » by' adding weight-calorie 
conversioris to the look-up-table referred to by the dievice;. -either internal- to the 
devdce's software or part of the store's ERP. As in the wejght^fpcu^d devices, calorie- 
focused price-computing scales may have the further, .option bf accumulating the 
caloric content of several packages. These calorie-fodused price-computing scales 
may also be integrated with size reduction machines, label printers and cash, registers, 
providing caloric information together with the price, either on a display or in print 

In particular, in order to allow consumers to buy bulk foods and other pre-packaged 
foods in GENTiCAL-ly sized portions, F>oFtioning devices will accept as input desired 
portion sizes in multiples of 100 or 50 calories. The device will then refer to a look up 
table in the store's ERP to convert the required portion size from calories to weight 
and then operate as before to yield the desired portion. For example, a consumer 
may ask for 10 CENTKZALs of Ementhal cheese In. 0.5 CENTICAL^'^ slices- The 
employee at the counter will Input the product code and the desired total size and 
slice size, in CENTICAL units. The device will access this particular product's data in a 
look up table in the store's ERP, in order to convert the requested slice size from 
CENTICAL^'^ units to weight, and, as usual, from weight to slice thickness. The device 



will then adjust the sllcer to the caicula^ slice thickness and slice the appropriate 
number of slices. If connected to a label printer, the device will output the total 
caloric content of the portion and the caloric content per slice, and possibly also 
CENTICAL™ Indication stickers as described on page 14. 

For examples of labels that may be produced by calorie-based variants of price- 
computing scales, see Appendix 3. 



CENTlCAJ'^Advantases 



CENTICAL^ turns food monitoring from an impossible chore to a simple 
undertaking. Counting calories bolls down to counting how many CENHCAL^ 
portions were eaten. — ^ 

^ CENTICAL^ address^ the needs of a growing pull-market that is demanding a 
convenient, simple and realistic tool for tracking food consumption. 

CENTICAL^ is a holistic framework that enables consumers to control their 
nutritional intake without restricting them to a particular choice of foods. 

^ CENTICAL^ makes food shopping convenient. Consumers like to see simple, 
bold claims on products because it helps them make decisions when shopping 
in a hurry*'. 

^ Being compatible witii all foods, CENTICAL^ is of course compatible with all 
diets and diet methods. 

With CENTICAL™, consumers can define a dally calorie budget, which they can 
use on its own or as a frame of reference to augment their chosen diet method. 

^ CENTICAL^ Is so simple, even pre-school children can use it This is an 
important tool for early education. 

^ CENTICAL^ is not difficult to implement;, as it cjoesmot require major changes 
either in food products or in food shopping habits. ''^ 

^ For the consumer, CENTICAL™ represents a modest but effective Investment in 
wellness. For food makers, retailers and service providers, CENTICAL^'^ 
represents a means of passing the responsibility ifbr weight control to the 
consumer and being perceived as pro-consumer. 

We believe Uiat before long consumers will be asUng for a CeNTICAL^ of milk, a 
three-CENTICAL™ sandwidh and a CEf>mCAL^ of salad. . 



The CENTIGM^'^ Method - Frequently Asked Questions 



Why calories? 

^ Because a feasible caloric budget is a tool that can augment any diet. 
Different people vouch for different diet methods. Calorie counting need not 
replace any of these* \A^atever you choose to eaV keeping within a reasonable 
caloric budget can only do you good. At the very least, attempting to keep 
within your calorie budget will make you think more about what you eat if 
you're willing to invest a little more thought in-^ypur food, keeping a constant 
calorie budget will allow you .to experiment yvi^ ^various diet methods and 
check what really works foe you. And finally/ if you're a believer in 
straightforward calorie-based dieting, well ob>^pusIy, a calorie budget is just 
what you need. 

^ Because according to the FDA^, the only way to lose weight is either to 
reduce calorie intake or to in€Tease calorie burning through exerdse. Some 
suggest that other methods work too, but nobody doubts that as long as you 
consume less calories than you bum you are bound to lose weight 

^ Because given the rig/ht caloric foo/s we could effect balanced and moderate 
changes in our diet. Instead of going on a drastic ''none of this'' diet we could 
eat as little as 100 calories a day less than our daily requirement to produce a 
moderate and easily maintainable pattern of weight loss. Alternatively, we could 
substitute the foods we eat by healthier foods while keeping the number of 
calories we consume constant 

« .* » * . •. * 

^ Because most food shoppers are calorie^x^nscious^nywayi Women buy 82% 
of all groceries^\ Sixty-six percent of American woitieh thirik they are- too fat?^. 
Analysis of the Food for Women market shows that women pay great attention 
to the calorie content of their food^. * .* « • 

Can't we count calories without CElsmCAL^^^^^^ 

IVe can, but it^s awfully difffcult Nutrition labels normally specify the calorie 
content per serving. But more often than not consumers find it difficult to 
estimate what portion of a pack/ige constitutes a^$.erving, or how many so-called 
servings they actually eat. True, the information is there, but we need to make 
complex estimations and calculations in order to. use it According to a report by 
the FDA's Obesity Working Group, many consuqiers are not willing to spend a 
lot of time reading Iabel5^^ 



^ The US Federal Trade Commission (FTQ is recqiTiOT.ending to the FDA that it 
should re-examine how food labels define ser>4ng-sizes:.because these, labels 
"may significantly understate the amount of pa.rtiojlar ;foods and calories that 
people typically consume^^." The FDA is contemplating a change in policy that 
would force manufacturers to spediy nutrition . information for the entire 
package, not just for serving sizes; "IVe wmt to malce sure consumers don*t 
need a calculator to make wise nutritional chqice^ said Peter J. Pitts, the 
FDA^ associate commissioner for external relation?^. 

1^ Not only is the information on nutrition labels difficult to use^ its also 
difficult to see! Nutrition labels are small and craiiimed. Many people actually 
have difficulty reading the calorie content, let alone figuring out what it means. 

Why multiples of 1 00? 

Because using round numbers is easy. Multiples of 100 are the easiest way to 
do calorie math, not the only one. One common thread in food marketing is 
simplicity. Marketers have learned from earlier failed attempts that complicated 
serving calculations contributed to consumer resistances^. , 

Because when we examine on^the-shelf products^ 100 calories appears to be 
the optimal base unit in many typ& of foods, f^^^py^pjodjicb. arje already sold 
In servings that are ±10% from the nearest CENTjj^L™^ ..... 

^ Because in an industry increasing centered ^dlif snackihg and gtab^nd'^o 
food, 100 calories emerges as the psychologi€^lip'6ptimsil individual serving 
size. Studies conducted by Luna Bar creators shoWed thbm women had a 200- 
calorie threshold when it came to snacking^°. Kenned Cooper, MD, MPH, one 
of the worid's foremost experts on health, nutritibW'dnd exercise, has developed 
guidelines for Frito-Lay's new spack products that, .include a portion cap of 150 
calories^®. On the other hand, products served Jn.vPQrtions of up to 50-calorie 
are identified as dietary and hence less tasty. If 1 50-200 is the upper threshold 
for serving sizes and 50 is not attractive, 100 is Ideal. 

• • • 

Normal diet methods tell us what to eat Why doesn't CENTICAL^ 

That's the beauty of CENJICAL^ — CENTICAL^ is not a diet method. It is a 
broad and flexible framework providing a tml for nutrition control, 
compatible mth all theories and practices of nutrition. You can eat healthy or 
unhealthy. You can be a carb fan or a protein fan. Ypu can eat the foods you 
believe right for your age, gender or health condition. You can consult your 
doctor, adopt the current feshion In nutrition or ignore the lot. The choice of 



what to eat is entirely up to you. But whatever yotf choose to eat, you will know 
exactly how many calories youVe consumed. ^. .... 

^ No mailer what you choose to eai^ CElsmCAST^ mil prolicide you with a tool 
to improve your diet With CENTICAL'"^ you can easily Experiment to find your 
individual caloric budget. You can then stay within this budget and experiment 
with different foods to see what works best for you. 

^ CENTICAL^ is a platform that will encourage ih'e health and food industries 
to develop CENTICAlT^-based diet methods ancf tqols. Diets incorporating 
CENTICAL^ products will ob^^ously be more convenient and easy to follow, 
hence more effective. * 

But healthy eatins s more than calorie countinsl 

^ Obviously, but iveVe got to start somewhere! That's why in addition to 
calories, C&4TiCAL^ labels will indicate other selected, targeted nutritional 
information, stated in easy-to-grasp units. For example, labels can be color- 
coded to help consumers watch their calorie intake while following the 
guidelines of the USDA Food Pyramid. Other types of information may be 
selected to address the needs of specific target populations. For example, chains 
aiming at the elderly population may add statem.ente. such as 'Mow sugar" and 
"low sodium'' to the CENTICAL^ labels. Pie charte or other visual means can 
show the distribution of carbohydrates, proteins and fats where there's public 
demand for that kind of tnfonmation. w..-/ ;:*-: * • • 




^ Grasp all lose alh The purpose of the CENTICAL™ indication is to make it 
easy to grasp the highest priority nutritional information, not to replace full 
nutrition labeling. Full nutrition labels are packed with information that is both 
hard to read and hard to sort through. With obesity on the rise, locating caloric 
content quickly and easily is of central importance. That's what CENTICAL"'^'^ 
does. It is a clear, modular and prioritized graphic presentation the few select 



nutritional parameters that are the crux of educated consumer choices. The rest 
of the information appears on the nutrition label. 

Using the CENTICAL^ as a reference unit instead of a ^^serving^ will allow 
consumes to make more informed cftoices, maximmngthe nutritional value 
of tite calories they consume. ' 

Is the CHMTICAJ'^ method compatible with popular carb-avoidins 
diets? 

y Certainly. The core concept of the CENTICAL^ system is that food should be 
sold not in units of weight or volume but in units of nutritional content- 
calorie content, protein content^ carb content, or any other. We believe that 
the basic nutritional content unit is the calorie, but other nutritional units can be 
used In addition or even instead. For example, the above-mentioned color- 
coding system could be used to cater to the needs of consumers on a carl>- 
avoiding diet These consumers would be advised to concentrate on products 
with red labels and avoid those with brown labels. A more radical approach to 
tfie carb-avoiding issue, also protected by the CENTlCAL^'^ patents, would be to 
eliminate reference to calories entirely and to sell products in units defined by 
protein and/or carbohydrate content. 

Finally, isn't the war on obesity a hopeless cause? 

There's no reason to give up. The hopes lie in the overwhelming evidence 
that, of all age groups, thildren seem to be the ones who respond best to 
clear dietary advice"^. CCNTICAL^ is so simple, even pre-school children can 
use it Prevention of obesity starting in childhood is critical and can have 
lifelong, perhaps multigenerational impactf\ Furthermore, studies show that this 
Is a feasible goal. In four randomized studies of obese six-to-twelve-year olds, 
tiiose offered frequent, simple behavioral advice were substantially less 
ovenveight ten years later than those who did not get the advice. Consequently, 
almost all of the new nutritional activism programs center on children and 
obesity prevention, ratiier tiian on adults and weight loss. CENTICAL^'^ provides 
an important tool for early education. 




cenhcal^'^ - WHO IS It good for? 

Whidtemr way you look at it, CENTICAL^ seems like the obvious answer to the 
needs of a well-defined pull market Consumers are thirsty for easy-to-use tools to 
control their nutrition. Lawmakers and opinion leaders are fervently searching for the 
appropriate tools in the fight for weight control. Whether they want to or not, food 
providers will have to comply. The CENTICAL™ system is where major trends in the 
health, wellness and food industries converge. 

We believe that CENTICAHJ^-based food products will capture a significant and 
growing share of the global food market • 



How Does CBMTICAJ'^ Work for the Food iNAaker & Provider? 

CESmCAL^ offers a feasible way for food Industry players to adapt their business 
in line with the mounting pressure to help mnsumers eat reasonably. 



^ By ffving mnsumers a practicable tool for controlling their calorie intake, 
fyod makers and providers will make a substantial move to free themselves 
of the blame for obesity. The CENTICAL^^ method is a way to provide the 
relevant nutritional information in a transparent and user-friendly manner. This 
Is precisely what the industry has been looking for — the means for passing 
responsibility to the consumer. 

^ CENTICAlT^ can help food consumers with ensuing Benefits for the food 
business. The CENTICAL^'^ method is compatible with all foods, not only 
dietary or health-oriented foods. Offering CENTld\L^ versions of their products 
may help industry players mirifmize the changes they have to make in their 
portfolios. By answering the needs of the welght-consdous majority, food 
producers and retailers can gain an Important advantage and increase their 
market share. 

Offering CENTICAL^ to their clients serves the long-term goal of food 
manufacturers, retailers and service providers, which is to be perceived as 
pro^nsumer and contributing to society^s battle against obesity. In an era of 
tough competition and increasing consumer awareness, appearing to put the 
consumer first can help sales. 

^ CENTICAL^ will encourage impulsive shopping even by weight-conscious 
consumers. Most weight-conscious consumers limit themselves to a restricted 
set of foods. CENTIOXL^ will enable them tE?x,5plM'gP..withini. their caloric 
budgeL - 



Won't it be difficult for food providers to implement CEbmCAJ'^ 

✓ No. in fact, many products are already sold in servings Uiat are ±10% from 
the n^rest CENTICAL^ serving. A detailed otiseryation of food packages sold 
in supermarkets shows that CENTICAL^ multiples are a reasonable size of 
package for most food kinds: 

■ Packaging of bread and cereal products, fruit, vegetables and dairy products 
can be easily adapted to the CENTICAL^'^ method. 

■ Meat products and some types of ready-to-eat food that do not easily lend 
themselves to sing|e*CENTIG\L^-sized portions can be sold in multiple 
CENTICAL^** units. 

^ Food service providers can list tlie CENTICAL^^ content of the items on their 
menu. Delis could offer a choice of 3, 5, or even 10-CENTICAL^'^ sandwiches. 
Even hamburger chains could offer a 6 CENTICAL^!^ lunch regular 
hamburger, a small serving of fries, salad with dreeing and a diet beverage. 

Won't the CENTICAL^^ work only as a niche rnarkel^ for lew or 
reduced calorie foods? 

^ No! The reduced calorie niche is substantial in itself, but CENTICAL^ aims 
higher. CENTICAL^ targets the majority of consumers, who on the one hand 
want to watch their weight and on the other do not want to limit themselves 
to ^^dietary^^ fbod^ According to the Hartman Group recent findings and 
contrary to conventional wisdom, "Sarah**, the cpr^ wellness consumer, has a 
carton of soy milk next to a bottle of coke in her. fridge. Burgers are her treat, 
and she doesn't see that as inconsistent with a healthy lifestyle. Wellness 
consumers want healthy food options, but they also want indulgent options, and 
they refuse to have to choose between the two*^: Applying the CENTICAL^'^ 
method to the entire range of food products will provide these consumers with 
the psychologically realistic solution they are looking for. Food makers and 
providers will reap the benefits of offering consumers this service, without 
having to make radical changes in their portfolio. 

For diversified food producers^ some foods will* wia some lose. >}yhy 
should they so for It? . , 

^ Because whether they want it or not^ whether they gain or lose, food 
producers are already being forced to adjust to die health^riented trend in 
the food industry. Once CENTICAL'"^ enters the market, producers will have no 
choice but to comply with consumer demand. 



For many foods, CENTiCAL™ may in fad equal survivaL The low-carb craze, 
for example, has caused its followers to deny carbohydrates altogether, with a 
significant effect in the markeL The health-orientecl atmosphere has resulted in 
changes such as a ban on soft drinks in schools and a decline in French Fries 
sales. CENTICAL'"^ may tum out to save many of these foods, which can be sold 
in portions with reasonable caloric content 

So, will food manufacturers be wlllins to invest in CENTICAL^^ 

^ Yes! When consumers are looking to buy manufacturers are willing to 
mvesL With CENTICAL™, food manufacturers can give their customers what 
they both need and want. This is an opportunity to meet the demands of the 
weight-conscious majority, allowing food producers and retailers to gain an 
important advantage and increase their market share. 

s 

How Does CENTICAL^ Work for The Consumer? 



Without limiting consumers to a restricted set pf foods or forcing them to 
radically change their shopping patterns, CENTICAL^ provides a framework for 
nutrition monitoring that is holistic, fl&dble and realistic^ 

^ With consumer psychol^^ at its core, CENTICAL™ offers consumers a 
realistic prospect for long term success. CENTiCALT^ will make it easy to 
maintain healthy, moderate eating habits, eating^food we actually enjoy with no 
unnecessaryfiiss or deprivation. > ' ' 

^ CENTICAL™ is a convenient way to diet. In addition to the obvious advantage 
of facilitating calorie counting, CENTICAL^ will make it easy for weight 
watchers to shop for varied, palatable food suiting their tastes and nutritional 
needs. . . 

^ CENTICAL™ is a convenient way to shop for foott^^lhe availability of a laiige 
variety of products within the system, all easily identifiable on supermarket 
shelves, will make it easy to shop for food tailored to the nutritional needs and 
lifestyles of individual family members. With CENTICAL^ even weight watchers 
can grab and go. 

CENTICAL™ products represent a modest yet' effective ihvestment In health 
and wellness* Offering foods that are generally cheaper, but also tastier and 
more varied than specialized health or dietary fobds^thje'CENTiCAL''*^ method is 
a reasonable move towards a reasonable lifestyle'/ " ' ' 



> 



What does a typical day look like for a CENTICAL^'^ consumer? 



30 



Deffne an X-CENTICAL^ calorie budget for the day. Eat whatever you want, 
wherever you want, whenever you vim^t, but- make sure your CENTICAL^ 
add up to X 

You can set out a CENTICAL^ milk bottle for the entire- day's coffee supply and 
use it throughout the day until it is finished, or use a CENTICAL^^ milk 

measuring cup to prepare your daily milk allowance. 
You can eat a mini-bag of cornflakes from a 
CENTICAL™ multi-pack. You can order one of the 3, 
4, 5 or 6-CENTlCAL^ sandwich (or cake!) at the deli. 
You can prepare a ^CENlriCAL-ly-sized individual 
portion package of pasta 'with 
sauce. • You can rinake 'a 
CENTICAL-Iy-sized chicken 
salad from chopped chicken 
breast and frozen vegetables 
from their CENTICAL™ 
portioned packages, olive oil 
measured out in the CENTIGAL"^ bottle cap and 
mayonnaise measured out in a CENTiCAL^^ measuring 
spoon. Whether you make it at home, buy it ready-made or dine out, whether 
you invest in more expensive individual portion products or use economy packs 
with CENTICAL^'^ measuring tobis, just count yourCENTlCALs^'^ and you'll do 
OK. 








•A 



Eatins the CENTICAL^'^ way: 

Breakfasi: 

Instant oatmeal made with soy milk 
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Lunch: 



Fish sandwich and orange juice 




Dinner: 



King size burger and baby watermelon 



Coffee and snacks: 




Milk and sugar for the day's cpifee (3 cups), 
energy bar and fun-size ice cream 



I 




Total: 20 CENTICAU 



Won't the CENTICAL™ system require major chanses in consumers' 
shoppins habits? 

^ No! Changes in famity structure and lifestyle, combined witi$ the search for 
convenience, are driving more and more consumers to buy food in personal 
portions. CENTICAL^ fits into this trend, enlarging the selection of food 
products offered In personal portions, with the added benefit of contributing to 
weight control and overall wellness. 

Families can continue to enjoy economy size packages, which will be 
prodded with easy to use tools for measuring CSNTICAL^ portions. 




\Xf1ll consumers be >A/illins to pay for CEKllCAL^^ products? 

Absolutely The CENTICAL^ method can be applied to a broad range of 
products at no significant cost to the end consumer. Certainly most 
CENTICAL'^^ products will be no more expensive than specialized ^dietary" or 
^'healthy" foods. Depending on^their priorities, cdnsuririers will be able to choose 
between different CENTlCAL^|Tneasuring tools, at different price premiums. For 
example, buying individual 150'-calorie milk bottles may be more expensive but 
also more convenient than measuring out milk from' a'larger scaled bottle. 



^ Consumers are mlling to pay to be healMer. The CENTICAL^ method fits 
well Into the rapidly growing Wellness industry and offers a significant 
enhancement to the wellness-oriented lif^tyle. 

^ Our survey results show that consumers are willing to spend more on their 
food while dieting, to compensate themselves for the deprivation. 
CENTICAL^ will offer them the opportunity not only to eat-modestly but also to 
splurge, without necessarily breaking their diet 

^ Consumers are willing to pay for extra convenience. CENTICAL^ equals 
convenience for all those millions who want i^^eed^to monitor their food 
intake. 

But diet is a psycholosical issue, and CENTICAJ'^ doesn't deal with 
psycholosical aspects. 

^ On the contrary. CENTICAL^ is ABOUT psychology. The method is effective 
because it is flexible. It takes into account our bipolar attitude to food, our need 
for simplidt)^, convenience, flexibility and taste. It provides us with a framework 
to change our eating habits in moderation, increasing our chances for long term 
success. 



So Can CEhOnCAL™* Help Society Become leaner? 
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The CENHCAL^ method is a win^or-all solution to the weight control problem. 
Assimilating CEMICAU^into the food culture can imjfeed help society be leaner. 



^ The simple, standardized and effective CENTICAL^ method can be 
instrumental in controlling sodety^s obesity problem. CENTICAL^ was 
designed with the needs of the majority of the poputation In mind, even those 
of us with less than admirable perseverance and self control If CENTICAL^ can 
work for the average person, CENTICAL™ can worlcfor society. 

Since CENTICAL^ can augment any diet method, there's no reason to delay 
action until the weight control debate is settled. Regardless of the ever- 
changing health fads and expert opinions, endorsing the CENTICAL^'^ method is 
a reasonable move for legislators, regulatory authorities and consumer groups. 

CENTICAL^ serves everybody's interests - it can work for consumers with 
ensuing benefits for food Industry players. Since food makers, retailers and 
service providers will benefit from offering it as a service to their customers, 
CENTICAL^ can have a significant effect on the food culture even without 
legislative enforcement. 

^ CENnCAL^ will be easy to teach and easy to assimilate - even preschool 
children can count their CENTICAL^ labels! With childhood obesity on the 
rise and increasing awareness of the importance of early education to good 
nutrition, a weight-control method that even *&¥ffren '^cah tindefstand is of 
obvious significance. 



All roads lead to CENTICAL^. We Just happened to be the first to notice. 



SUAAAAARy 



p. 35 



The CENTICAL^ system is a paradigm sfiiA that provides a holistic solution to the 
well-recognized needs of a huge and rapidly growing market CENTICAiJ^ offers 
the food manufacturer or retailer a singular opportunity to increase both market 
share and profit margins. 



APPENDIX 1: CALORIC REFERENCE UNITS IN UGHT 
OF THE NEW DIETARY GUIDEUNES FOR AMERICANS 



Dietary Guidelines for Americans has been published jointly every 5 years since 1980 
by the Department of Health and Human Services (HHS) and the Department of 
Agriculture (USDA). The Guidelines provide authoritative advice for people two years 
and older about how good dietary habits can promote health and reduce risk for 
major chronic diseases. They serve as the basis for Federal food and nutrition 
education programs. Dietary Guidelines for Americans 2005 was released January 12, 
2005, by HHS Secretary Tommy G. Thompson and USDA Secretary Ann M. 
Veneman^. According to the FDA, this version of the Dietary Guidelines for 
Americans is a publication oriented toward policymakers, nutrition educators, 
nutritionists, and healthcare providers rather than to the general public, as with 
previous versions of the Dietary Cuidelines, and contains more technical information. 

Taken together, the Dietary Guidelines encourages most American to "eat fewer 
calories, be more acdve, and make wiser food choices^\ The third chapter of the 
Guidelines, entitled "'Weight Management" makes two key recommendations, both 
of them calorie-focused^: 

♦ *To maintain body weight in a healthy range, balance calories from foods and 
beverages with calories expended.'' 

♦ To prevent gradual weight gain over time^ make small decreases in food and 
beverage calories and increase physical activity." 

The second chapter of the Guidelines, entitled "Adequate Tslu'trients within Calorie 
Needs", states that "Many Americans consume more calories than they need without 
meeting recommended intakes for a number of nutrieht^. This circumstance means 
that most people need to choose meals and snaiJcs that are high in nutrients but 
low to moderate in energy content; that is, meeting nutrient recommendations must 
go hand in hand with keeping calories under cohtfoL^*" Attempting to provide 
guidance on this complicated issue, the Guidelines states that "...when making 
changes to improve nutrient intake, one needs to make substitutions to avoid 
excessive calorie intake." One of the key recommendations made by the Guidelines 
is: "Consurhe a variety of nutrient-dense foods and beverages within and among the 
basic food groups"**. The Guidelines defines nutrient-dense foods as "...those that 
provide substantial amounts of vitamins and minerals (micronutrients) and relatively 
few calories. Foods that are low in nutrient density are foods that supply calories but 
relatively small amounts of micronutrients, sometimes nope .at all. The greater the 
consumption of foods or beverages that are low in nutrient density, the more difficult 
it is to consume enough nutrients without gaining weight..*^" 



Essentially^ the Guideline recommends that when choosing between several different 
foods as a source for a particular nutrient, people should compare the foods on two 
parameters: calories per serving and nutrient content per serving, where ser\dng sizes 
are provided, as usual, in arbitrary weight/volume units. The problem is that foods 
that are low in calories don't always provide enough nutrients and foods that are high 
in nutrients are sometimes too high in calories — there is no clear cut way to rank the 
value of different foods as sources for nutrients. Therefore people must constantly try 
to balance these two often conflicting requirements. 

Not surprisingly, Appendix B of the Guidelines, entitled ''Food Sources of Selected 
Nutrients'', simply ranks foods by nutrient content per'Standard amount of food. As 
for caloric content, the tables are described as "also showing calories in the standard 
amount^, in other words, the Guidelines does not provide the means for following its 
own recommendations. Use of caloric units (preferably 1 00 calories) as reference unit 
for nutritional information allows straightforward comparisons of the nutrient densities 
of different foods, enabling dieters to maximize the nutritional benefit obtained from 
a fixed amount of calories. 

The examples below show how the tables in Appendix B of the Guidelines may be 
reorganized in a calorie-focused manner. The tables re-rank the value of different 
foods as sources of particular nutrients by descending nutrient-density order. Two 
calorie-focused variants are shown for each original table of the Guidelines. One 
variant ranks foods by nutrient content per 1 00 calorie^.. These tables show the new 
ranking, the nutrient content per 100 calories, the original ranking of the foods 
according to the Guidelines, the Guidelines definition for ''standard amount^, of the 
food, and the caloric content of a "standard amount" and the nutrient content The 
second type of variant suggests "round caloric servings"! for each food, obtained by 
rounding the caloric content of the "standard amount"' to the nearest multiple of 25 
calories. 
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Table A-1.1 i=6od sources of Potassium ranked by milligrams of 
Potassium per 100 calories 





Guidelines 




Rank 


Rank 


Food 


1 


3 


Beet greens, cooked 


2 


21 


Spinach, cooked 


3 


22 


Tomato Juice 


4 


2 


Tomato paste 


5 


7 


Tomato puree 


6 


16 


Winter squash, cooked 


7 


12 


Blackstrap molasses 


8 


23 


Tomato sauce 


9 


30 


Cantaloupe 


10 


11 


Carrot juice * 


11 


32 


Honeydew melon 


12 


1 


Sweetpotato, baked 


13 


19 


Cod, PadfiQ cooked 


14 


26 


Apricots, dried, uncooked 


15 


15 


Lima beans, cooked 


16 


25 


Milk, non-fat 


17 


6 


Yogurt, plain, non-fet 


18 


18 


Rockfish, Padfic, cooked 


19 


8 


Clams, canned 


20 


4 


Potato, baked, flesh 


21 


34 


Orange juice 


22 


24 


Peaches, dried, uncooked 


23 


13 


Halibut, cooked 




13 


Tuna, yellowftn, cooked 


25 


20 


Bananas 


26 


33 


Plantains, cooked 


27 


10 


Prune juice 


28 


5 


White beans, canned 


29 


14 


Soybeans, green, cooked 


30 


29 


Buttermilk, cultured, low-fat 


31 


9 


Yogurt; plain, non-fat 


32 


31 


196-2% milk 


33 


33 


Kidney beans, cooked 


34 


32 


Lentlles, cooked 


35 


34 


Split peas, cooked 


36 


24 


Prunes, stewed 


37 


17 


Soybeans, mature, cooked 


38 


27 


l^inbow trout, farmed, cooked 


39 


35 


Yogurt, plain, whole-milk 


40 


28 


Pork loin, center rib (roasts), lean 


41 


25 


Pork chop, center loin, cooked 



Potassium/ Calories/ Potassium/ 



Standard Amount 


standard 


standard 




amount 


amount 


calories 


1/2 cup' 


655 


19 


3447 


1/2 cup • 


419 


21 


1995 


3/4 cup • 


417 


31 


1345 


1/4 cup 


664 


54 


1230 


1/2 cup* 


549 


48 


1144 


1/2 cup 


448 


40 


1120 


1 Tbsp 


498 


47 


1060 


1/2 cup 


405 


39 


1038 


1/4 mediupi 


368 


47 


783 


3/4 cup 


517 


71 


728 


1/8 medium 


365 


58 


629 


1 potato, (146 g) 


694 


131 


530 


3 oz 


439 


89 


493 


1/4 cup 


378 


78 


485 


1/2 cup 


484 


104 


465 


1 cup 


382 


83 


460 


d-oz container 


579 


127 


456 


3oz 


442 


103 


429 


3oz 


534 


126 


424 


1 potato (156 g) 


610 


145 


421 


3/4 cup 


355 


85 


418 


1/4CUP.,,-.; J 


398 


96 


415 


3 oz 


490 


119 


412 


3oz 


484 


118 


410 


1 medium 


*t 422 


105 


402 


1/2 cup slices 


358 


90 


398 


3/4 cup • • 


530 


136 


390 


1/2 cup 


595 


153 


389 


1/2 cup 


485 


127 


382 


1 cup 


370 


98 


378 


8-oz container 


531 


143 


371 


1 cup 


366 


111 


330 


1/2 cup 


358 


112 


320 


1/2 cup 


365 


115 


317 


1/2 cup 


355 


116 


306 


1/2 cup 


398 


133 


299 


1/2 cup 


443 


149 


297 


3 oz 


375 


144 


260 


8-oz container 


352 


139 


255 


3oz 


371 


190 


195 


3qz 


382 


197 


194 



According to the Guidelines, sweetpotato ranks first as source of potassium. But P- 39 

whereas 100 calories of sweetpotato contain 530 mg potassium, 100 calories of 

cooked beet greens contain 3447 mg and 100 calories of cooked spinach contain 

1995 mgl The amount of potassium obtained from one serving of sweetpotato (694 

mg potassium) for a "cost" of 131 calories can be obtained from 0.53 cup of cooked 

beet greens for a "cost" of only 20 calories and from 0.83 ciip of cooked spinach for a 

"cost" of only 35 calories. 



Table A-1.2 Food Sources of Potassium ranked by milligrams of 
Potassium per round caloric serving 
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Potassium/ 





Gu idelin ^ 




Rank 


Rank 


Food 


1 


3 


Beet ^ens, cooked 


2 


1 


SvuMKfnntsttn ltairA#l 


3 


g 




4 


3 


v«iaiTt5f cannea 


e 




rotato, oaKed^ tiesn 


£L 
O 




Tomato paste 


7 




Prune juioe 


3 


q 


wniLe oeans^ canneo 


Q 


1^ 


Soybeans, green. 






cooked 


"in 


/ 


Tofnato puree 


n 


16 


vviniicr sK^uosii/ 






cooked 






Yogurt^ plain, non-fat 


13 


12 


DIobKauap FTlOIaweS 


■•t 


9** 


Tomato sauce 




91 


dpinacn, cooicea 


16 


19 


Cod, Pacif!c, cooked 


17 


26 


Apricots, dried. 






uncooked 


18 


15 


Lima beans, cooked 


■ 7 


9(S 


Kill 11^ W%0S.W\-S^^ 

ivuiK, non-fai 


20 




mines, Mswea 


A 1 


"IT 


Soyfseans, mature. 






coolced 


22 


18 








cooted 


23 








9A 


reacnes, dnea. 






unoooKea 






riaiiDUt; cooKea 


26 




I una, yeiiuwnn. 






cooked 


9T 




Bananas 


9ft 




rianEmns, oooKea 


29 


30 


Cantaloupe 


30 


27 


f^inbow trout. 






farmed, cooked 


31 


28 


Pork loin, center rib 






(roasts), lean, roasted 


32 


25 


Pork chop, center 






loin, cooked 


33 


35 


Yogurt; plain, whole- 






milk 


34 


29 


Buttermilk, cultured. 






low-fat 


35 


n 


Carrot juice 


36 


22 


Tomato juice 


37 


31 


^%-^% milk 


38 


33 


Kidney beans, cooked 


39 


32 


Lentiles, cooked 


40 


32 


Honeydew melon 


41 


34 


Split peas, cooked 





Potassium/ 


Calories/ 


Round 




round 


Standard 


sfauidard 


standard 


Caloric 


% 


caloric 




OlllUUlIt 




Conn MO 


Change 


serving 


1^2 cup 




l7 


9*; 




oca 

od2 


1 puuiu/. 
















1 "^1 


1 ^Ci 
1 D\J 


137© 


793 


8-oz 
















127 


t 

■ 3v 


ISIQC 
1 070 


004 


3oz 


534 


126 


150 


19% 


636 


1 potato 












\ I3D g; 


O III 


I4D 


I3li 


370 


03 1 


1/4 cup 


DI14 


CA 


3U 


-/70 


Dl 3 


3/4 cup 




l«9D 


1 3U 


1U70 . 


585 


1/2 cup 


595 


153 


150 


-2% 


583 


1/2 cup 


485 


127 


150 


18% 


573 


1/2 cup 


549 


48 






^79 


1/2 cup 


448 


40 


50 


2596 


560 


8-oz 












vAjnuiiricr 


34 1 


143 


1 cn 

13U 




557 


1 Tbsp 


498 


47 


50 


6% 


530 


1/2 cup 


405 


39 


50 


2Q% 


519 


1/9 mr> 

1/* ^up 


4I5# 


91 
^1 




1 odZ 
199b 


499 






an 


lOO 


1296 


493 


1/4 cup 


378 


78 


100 


28% 


485 


1/2 cup 


4o4 


104 


100 


-4% 


465 


1 cup 


382 


83 


100 


20% 


460 


1/2 cup 


398 


133 


150 


13% 


449 


1/2 cup 


443 


149 


150 


1% 


446 


3oz 






i 






442 


103 


100 


-3% 


429 


J/4 cup 


355 


. ^ ,85 


luO 


18% 


418 


1/4 cup 


398 


96 


100 


4% 


415 


3 oz 


490 


119 


100 


-16% 


412 


«l OZ 


ABA 

4D4 


118 


luO 


-15% 


410 


1 iiieuiuiii 


A99 
4aZ 


1U3 


lUU 


-370 


402 


1^ cup 












slices 


SCO 




1UU 


11% 


398 


1/4 












medium 


368 


47 


50 


6% 


391 


J OZ 


375 


4 A A 

144 


150 


4% 


391 


302 ; 


371 


190 


200 


5% 


391 


3oz 


382 


197 


200 


2% 


388 


8-oz 












container 


352 


138 


150 


9% 


383 


1 cup 


370 


98 


100 


2% 


378 


3/4 cup 


517 


71 


50 


-30% 


364 


3/4 cup 


417 


31 


25 


-19% 


336 


1 cup 


366 


111 


100 


-10% 


330 


1/2 cup 


358 


112 


100 


-11% 


320 


1/2 cup 


365 


1.15 


100 


-13% 


317 


1/8 












medium 


365 


58 


50 


-14% 


315 


1/2 cup 


355 


116 


100 


-14% 


306 






Average Change: 


4% 





i 



t 



Table A-1.3 Food Sources of Vitamin E ranked by milligrams of 
Vitamin E per 100 calories 

• Vitamin 1^ ' Calories/ Vitamin f/ 



Rank 


Guidelines 






•atdiiuarii 


sianaara 


lull 


Rank 


Food 


Amount 


amount 


CilllUUIl K 




1 


9 


Tumip greens, frazen^ cooked 


1/2 cup 


2.9 


24 


12.1 


2 


18 


Dandelion greens, cooked 


1/2 cup 


1.8 


18 


10.0 


3 


17 


Spinach, cooked 


1/2 cup 


1.9 


21 


9.0 


4 


1 


Fortified ready-to-eat cereab 


001 oz 


7 


98 


7.1 


5 


12 


Tomato sauce 


1/2 cup 


2.5 


39 


6.4 


6 


12 


Tomato Puree 


1/2 cup 


2.5 


48 


5.2 


6 


10 


Tomato paste 


1/4 cup 


2.8 


54 


5.2 


7 


4 


Sunflower oil, high Hnolelc 


1 Tbsp 


5.6 


120 


4.7 


8 


2 


Sunflower seeds, dry roasted 


1 oz 


7.4 


165 


4.5 


8 


3 


Afmonds 


1 oz 


7.3 


164 


4.5 


9 


14 


Wheat germ, toasted, plain 


2 Tbsp 


2.3 


54 


4.3 


10 


5 


Cottonseed oil 


1 Tbsp 


4.8 


120 


4.0 


11 


6 


Sanflower oil, high oleic 


1 Tbsp 


4.6 


120 


3.8 


12 


16 


Carrot juice, canned 


3/4 cup 


2.1 


71 


3.0 


13 


7 


Hazelnuts (filberts) 


1 oz 


4.3 


178 


2.4 


14 


13 


Canola oil 


1 Tbsp 


2.4 


124 


1.9 


14 


20 


Blue crab, cooked/canned 


3 oz 


1.6 


64 


1.9 


15 


8 


Mixed nuts, dry roasted 


1 oz 


3.1 


168 


1.8 


16 


16 


Peanut oil 


1 Tbsp 


2.1 


119 


1.8 


17 


17 


Olive oil 


1 Tbsp 


1.9 


119 


1.6 


17 


17 


Com oil 


1 Tbsp 


1.9 


120 


1.6 


18 


11 


Pine nuts 




2.6 


191 


1.4 


19 


15 


Peanuts 


loz 


•••2.'2 ' 


166 


1.3 


19 


16 


Avocado, raw 


1/2 Avocado 


2.1 


161 . 


1,3 


19 


12 


Peanut butter 


2 Tbsp 


••'.;:2/5 


192 


1-3 


20 


19 


Sardine, Atlantic^ In oil, drained 


3 oz 


• '-^/•4i7 • 


177 


1.0 


21 


20 


Brazil nuts 


1 oz 


«1 


- 186 


0.9 


22 


21 


Herring, Atlantic; pickled 


3oz 


1.5 


222 


0.7 



* Values for cereals are 1 .6-1 2.8 AT (mg) and cabries range between 90 to 107, The number used In the table Is 
the average. 



Table A-1.4 Food sources of Vitamin E ranked by milligrams of 
Vitamin E per round caloric serving 



p. 42 





Guidelines 




Rank 


Rank 


rowM 


1 


"1 


cereals 


2 


2 


rossted 






Almoncb 




f 


riazeinuis inioensi 


4 


4 


Sunflower cdl, high 
iirtojeic 


e 
3 


c 


Cottonseed oil 


5 


D 


ScUiflower oH^ hi^i 
oleic 


w 


l<£ 


Tomato sauce 


A 
O 


Q 

7 


Tumip greeny frozen, 
cooxeo 




O 


ivuxea ninS/ oiy 
roasted 


10 


11 


Pfne nuts 


11 


12 


Peanut butter 


11 


12 


Tomato Puree 


11 


10 


Tomato paste 


12 


18 


Dandelion greens, 
cooked 


13 


17 


Spinach^ cooked 


14 


14 


Wheat germ, toasted, 
plain 


15 


15 


Peanuts 


IS 


16 


Avocado, raw 
Canolaoll 


16 


13 


16 


19 


Sardine, AtJantii^ In 
oil, drained 


16 


20 


Blue crab, 
cooked/canned 






17 


16 


Peanut oil 


18 


20 


Brazil nuts 


19 


17 


Olive oil 


19 


17 


Com oil 


20 


16 


Carrot juice, canned 


21 


21 


Herring, Atlantic, 
pickled 













Vitamin & 




VHaminC/ 


Calories/ 


Round 




round 


Standard 


slandaid 




Caloric 


TO 




Amiuint 






Sc^rving 


ChangB 


serving 


OOloz 


7 


98 


100 


^% 


7.1 


1 oz 


7 A 


lod 


150 


-996 


6.7 


1 oz 


7,3 


164 


150 


-996 


6.7 


1 oz 


4»3 


178 


200 


12% 


4.8 


1 Then 

1 1 osp 


5.0 


120 


100 


-17% 


4.7 


1 Tbsp 


4.8 


120 


100 


-17% 


4.0 


1 Tbsp 


4.6 


120 


100 


* -17% 


3.8 


1/2 cup 


2.5 


39 


SO 


28% 


3.2 


l/!2 cup 


9 Q 




25 


4% 


3.0 


1 CJGC 




loo 


150 


-11% 


2.8 


1 n7 

1 U£ 






200 


en/ 

5% 


2.7 


2Tbsp 


2.5 


192 


200 


4% 


2.6 


1/2 cup 


2^ 


48 


50 


4% 


2.6 


1/4 cup 


2.8 






-'TO 


2.D 


1/2 cup 


1.8 


18 


25 


39% 


2.5 


1/2 cup 


1.9 


21 


25 


19% 


23 


2Tbsp 


2.3 


54 


50 


-7% 


2.1 


1 oz 


2J 


166 


150 


-10% 


2.0 


1/2 Avocado 


2.1 


161. 


150 


-7% 


2.0 


1 Tbsp 


2.4 . 


"i-Via41.ti-!£r. 


: 100 


-19% 


1.9 


3oz 


1.7 


177 


200 


13% 


1.9 


3qz 


1.6 


84 * 


100 


19% 


1.9 


1 Tbsp 


2.1 




100 


-16% 


1.8 


1 oz 


1.6 




200 


.8% 


1.7 


1 Tbsp 


1.9 


119 


100 


-16% 


1.6 


1 Tbsp • 


1.9 


120 


100 


-17% 


1.6 


3/4 cup 


2.1 


71 


SO 


-30% 


1.5 


3oz 


1.5 


222 


200 


-10% 


1.4 






. * ! Aver 


age Change: 


-2% 
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Table A-1.5 Food sources of Iron ranked by milligrams of Iron per 100 calories 











Iron/ 


Calories/ 


Iron/ 


Rank 


Food 


Standard 


standard 


standard 


100 


Rank 


Amount 


amount 


amount 


calories 




2 




1 0Z 


rva 


rva 


rva 




4 


^^rBSn m@clt<> flivf^ oihlf^lt:) %/9riniic f-r>olroj4 
v.'igpM* •■•cau quiets// VanuU9/ ^vOIVCU 


P oz 


n/a 


rva 


rva 




5 


Fortiil^ri in^ifsnf mf\\eeit\ ^^oroalc /uan/^itel 

■ va ud^u 1 1 »j>oi lu ^JUUIVCU %«dwCU9 \VCUIUU9j 


1 packet 


n/a 


rva 


n/a 


1 


1 




J oz 


0*3 O 


126 


16.9 


2 


11 


Soinach. ryiolfoH frnm frvcK 


1/2 cup 


J«2 


21 


15.2 


3 


3 


Ovsters. eastern wild emlcwl mnicfr hoat 


•> oz 


10.2 


llo 


o O 
0.0 


4 


9 


Blackstrar) mnlacccke 


1 IDSp 




47 


7.4 


5 


18 




1/2 cup 


2.2 


48 


4.6 


6 


20 




1/4 cup 


2 


54 


3,7 


7 


5 




1/2 cup 


4.4 


149 


3.0 


8 


10 


Lentils mnkpH 


1/2 cup 


3.3 


115 


2.9 


9 


7 


■^uiiipKiii cuivi 9v}Ud5n acecj Kernels^ rooMeo 


1 oz 


4.2 


148 


2.8 


10 


8 


vviiitxs tJfSaitSf Wcliiilcu 


1/2 cup 


3.9 


153 


2.5 


11 


14 


Kidney beans 


1/2 cup 




1 1 o 


2.J 


11 


17 


Shrimp, canned 


3qz 


2.3 


102 


2.3 


12 


18 


Cowpeas, cooked 


1/2 cup 


2.2 


100 


2.2 


13 


18 


Lima beans, cooked 


1/2 cup 


2.2 


108 


2.0 


14 


16 


Chickpeas, cooked 


1/2 cup 


2.4 


134 


1.8 


14 


19 


Refried beans 


1/2 cup 


2.1 


118 


1.8 


15 


18 


Soybeans, green, cooked 


1/2 cup 


2.2 


127 


1-7 


15 


17 


Prune Juice, 3/4 cup 


3/4 cup 


2.3 


136 


1.7 


15 


19 


Ivfavy Iseans 


1/2 cup 


2.1 


127 


1.7 


16 


13 


Beef, bottom round, lean, o" fat, all grades, oooked.1* 




. 2.8 


182 


1.5 


17 


12 


Beef, chuck, blade roast, lean, cooked 


3oz 


3.1 


215 


1.4 


17 


15 


Sardines, canned in oil, drained 


3qz 


'2.5* 


177 


1.4 


18 


17 


DucK, meat only, roasted 


3oz 


2.3 


171 


1.3 


18 


20 


Beef, top sirloin, lean, 0" fat, all grades, cooked 


•3*QZ 


2 


156 


1.3 


19 


16 


Beef, rib, lean, 1/4° fat^ all grades 


3oz 


2.4 


195 


1.2 


20 


18 


Ground beef, 15% fat, cooked 


3oz 


2.2 


212 


1.0 


20 


17 


Lamb, shoulder, arm, lean, 1/4" fat, chok:e, cooked 


3'oz 


2.3 


237 


1.0 



Table A-1.6 Food sources of Iron ranked 
serving 



by milligrams of Iron per round caloric 





Guidelmes 




Rank 


Rank 


Food 




2 


Fortified ready-to-eat cereals 






(variousO 




4 


Orgin meats (liver, giblets). 






various, cooked 




5 








cereals (various) 


1 


1 


dams, canned, drained 


2 


3 


Oysters, eastern, wild. 






cooked, moist heat 


3 


6 


Soybeans, mature, cooked 


4 


7 








kernels, roasted 


5 


8 


White beans, canned 


5 


11 


Spinach, cooked from fresh 


6 


9 


Blackstrap molasses 


7 


13 


Beef, bottom round, lean, <^ 


8 




fat, all grades, oooked 


12 


Beef, chudg blade roast; 






lean, oooked 


8 


10 


Lentils, cooked 


9 


15 


Sardine^ canned in oil. 






drained 


10 


16 


Chickpeas, coolced 


11 


18 


Soybeans, green, cooked 


12 


17 


Prune juice, 3/4 cup 


12 


19 


Navy beans 


13 


16 


Beef, rib, lean, 1/4" fat; all 


14 


17 


grades 

Lamb, shoulder, arm, lean. 






1/4" fa^ choice, cooked 


15 


14 


Kidney beans 


15 


18 


Tomato puree 


15 


17 


Shrimp, canned 


16 


18 


Cowpeas, cooked 


17 


18 


Ground beef, 15% fat. 






cooked 


18 


18 


Lima i^eans, cooked 


18 


17 


Duck, meat onfy, roasted 


.19 


20 


Beef, top sirioin, lean, 0" fat. 






all grades; cooked 


19 


20 


Tomato paste 


20 


19 


Refried beans 





Iron/ 








iroiv 


Standard 


Calories/ 


Round 




round 


standard 


standard 


Caloric 


% 


caloric 


Amount 


amount 


amount 


Serving 


Change 


serving 


1 oz 


1.8-21.1 


54-127 


n/a 


n/a 


n/a 


3oz 


5.2-9.9 


134-235 


n/a 


n/a 


n/a 


1 packet 


6.5 


varies 


n/a 


n/a 


n/a 


3 oz 


23.8 


126 


100 


-21% 


18.9 


3 oz 


10.2 


116 


100 


-14% 


8.8 


1/2 cup 


4.4 


149 


150 


1% 


4.4 


1 oz 


4.2 


148 


150 


^% 


4.3 


1/2 cup 


3.9 


153 


150 


'2% 


3.8 


1/2 cup 


3.2 


21 


25 


19% 


3.8 


1 Tbsp 


3.5 


47 


50 


6% 


3.7 


3oz 


2.8 


182 


200 


10% 


3.1 


3 oz 


3.1 ' • 


215 


200 


-7% 


2.9 


1/2 cup 


33 


1 99 


100 


-13% 


2.9 


3 GZ 


2.5 


177 


zuu 


• 3% 


2.8 


1/2 cup 


2.4 


134 


150 


12% 


2.7 


1/2 cup 


2.2 

s : r • * 




15U 


18% 


2.6 


3/4 cup 


2.3 * • * 






4 no/ 
10% 


2.5 


1/2 cup 


2.1 


127 


150 


1070 




3oz 


2.4 


195 


200 


3% 


2.5 


3 9Z 


2.3. . . 


. 237 


250 


5% 


2.4 


1/2 cup 


2.6 


112 


100 


-11% 


2.3 


1/2 cup 


2.2 


48 


50 


4% 


2.3 


3oz 


2.3* 


102 


100 


-2% 


2.3 


1/2 cup 


2.2 


100 


100 


0% 


2.2 


3oz 


2.2 


212 


200 


-6% 


2.1 


1/2 cup 


2.2 


108 


100 


-7% 


2.0 


3oz 


2.3 


171 


150 


-12% 


2.0 


3oz 


2 


156 


150 


-4% 


1.9 


1/4 cup 


2 


54 


50 


-7% 


1.9 


1/2 cup 


2,1 


118 


100 


-15% 


1.8 






Average 


i piange: 


0% 





Table A-1.7 Food sources of Calcium ranked by milligrams of 
Calcium per 100 calories 





Guideline 






Calcium/ 


Caloric^ 


Calcium/ 


Rank 




Standard 


standard 


standard 


100 


Rank 


Food 


Amount 


amount 


amount 


calories 


n/a 


1 


Fortified ready-to-eat cereals (various) 


1 oz 


236-1043 


88-106 


ri/a 


n/a 


12 


Oatmeal, plain and flavored, instant, fortified 


1 packet 


99-110 


97-157 


r^a 


1 


19 


Pak-choi, Clhinese cabbage, cooked from fresh 


1/2 cup 


79 


10 


790.0 


2 


6 


Cbnards, cool^ from frozen 


1/2 cup 


178 


31 


574.2 


3 


10 


Turnip greens, raoked from frozen 


1/2 cup 


124 


24 


516.7 


4 


8 


Spinach, cooked from frosen 


1/2 cup 


146 


30 


486.7 


e 


15 


Kale, cooked from frozen 


1/2 cup 


90 


20 


450.0 


6 


21 


Dandelion greens, cooked from fresh 


1/2 cup 


74 


17 


435.3 


7 


18 


Beet greens, cooked from fresh 


1/2 cup 


82 


19 


431.6 


8 


2 


Soy beverages, caldum forb'fied 


1 cup 


368 


98 


375.5 


9 


7 


Molasses, blackstrap 


1 Tbsp 


172 


47 


366.0 


10 


16 


Okra, cooked from frozen 


1/2 cup 


88 


26 


338.5 


11 


4 


Tofu, firm, prepared with nigari 


1/2 cup 


253 


88 


. 287.5 


12 


3 


Sardines, Atlantic, In oil, drained 


3oz 


325 


177 


183.6 


13 


5 


Pink Salmon, canned, with bohe 


3 oz 


181 


118 


153.4 


14 


13 


Cowpeas, cooked 


1/2 cup 


106 


80 


132.5 


15 


11 


Ocean perch, Atiantic, cooked 


3oz 


116 


103 


112.6 


16 


17 


Blue crab, canned 


3oz 


86 


84 


102.4 


17 


9 


Soybeans, green, cooked 


1/2 cup 


130 


127 


102.4 


18 


14 


White beans, canned 


1/2 cup 


96 


153 


62.7 


19 


20 


Clams, canned 


3oz 


78 


126 


61.9 


20 


16 


Soybeans, mature, cooked 


1/2.cup%.. ■ 


88 


149 


59-1 


21 


22 


Rainbow trou^ farmed, cooked 


3 oz 


73 


144 


50.7 



Table A-1 .8 Food sources of Calcium 
caloric serving 



Rank 


Guidelines 




Standard 


Rank 


Food 






1 


Fortified ready-to-eat 
cereals (various) 


1 QZ 




12 


Oatmeal, plain and 
flavored^ instanL fortified 


1 packet 


1 


2 


Soy beverages, caldum 


1 CUD 






fortified 


2 


3 


Sardines, Atlantic;, in oil, 
drained 


3 OZ 


3 


4 


Tofii, firm, prepared with 


1/2 cup 






ni^ri 


4 


7 


Molasses, blackstrap 


1 Tbsp 


5 


9 


Soybeans, green, cooked 


1/2 cup 


6 


5 


Pink Salmon, canned, with 


3oz 






bone 


7 


6 


Cbllards, cooked from 


1/2 cup 






frozen 


Q 

o 


13 


Cowpeas, cooked 


1/2 cup 


9 


10 


Turnip greens, cooked from 


1/2 cup 






frozen 


10 


8 


Spinach, cooked from 


1/2 cup 






frosen 


11 


11* 


Ocean perch, Atlantic, 
cooked 


3 OZ 


11 


15 


Kale, cooked from frozen 


1/2 cup 


12 


21 


Dandelion greens, cooked 


1/2 cup 






from fresh 


13 


18 


Beet greens, cooked from 


1/2 cup 






fresh 


14 


17 


Blue crab, canned 


3oz 


15 


14 


White beans, canned 


1/2 cup 


16 


20 


Clams, canned 


3oz 


17 


16 


Soybeans, mature, cooked 


1/2 cup 


18 


16 


Okra, cooked from frozen 


1/2 cup 


19 


19 


Pak-<:ho!, Chinese cabbage. 


1/2 cup 






cooked from fresh 


20 


22 


Rainbow trout, farmed, 
cooked 


3oz 



by milligrams of Calcium per round 



Calciuin/ 



CalcfunV 


Calories/ 


Round 




round 


sianaara 


stsuidard 


Caloric 


% 


caloric 


amount 


amount 


Serving 


Change 


serving 


236-1043 


88-106 


n/a 


n/a 


n/a 


99-110 


97-157 


n/a 


n/a 


n/a 


368 


98 


100 


2% 


376 


325 


177 


200 


13% 


367 


253 


88 


100 


14% 


288 


172 


47 


50 


ML 
070 


loj 


V30 


127 


150 


• 0 70 




181 


118 


100 






178 


31 


25 


-19% 


144 


106 


fin 




no/ 
2570 


133 


• 124 


24 


25 


4% 


129 


146 


30 


25 


-17% 


122 


116 


103 


100 


-3% 


113 




20 


25 


25% 


113 


*74 


17 


25 


47% 


109 


82 


19 


25 


32% 


108 


86 


84 


100 


19% 


102 


96 


153 


150 


-2% 


94 


78 


126 


150 


19% 


93 


88 


149 


150 


1% 


89 


'88 


26 


25 


-4% 


85 


79 


10 


10 


0% 


79 


73 


144 


150 


4% 


76 



Average Change: 



13% 



Table A*1 .9 Food sources of dairy Calcium ranked by milligrams of 
Calcium per 100 calories 



Caldum/ Calories/ CaJdum/ 





Guidelines 




Standard 


standard 


standard 


100 


Rank 


Ranlc 


Food 


Amount 


amount 


amount 


calories 


1 


11 


Fat-^ee (skim) milk 


1 cup 


306 


83 


369 


2 


1 


Plain yogurt^ non-fat 


13 g protein/ 8 oz 


452 


127 


356 


3 


3 


Plain yogurt; low fat 


12 g protein/ 8 oz 


415 


143 


290 


3 


16 


Buttemiilk, low-fat 


1 cup 


284 


98 


290 


4 


13 


1% low-fat mitk 


1 cup 


290 


102 


284 


S 


1 


Romano cheese 


1.5 oz 


452 


165 


274 


6 


9 


Mozzarella che^e, pait-sktm 


1.5 oz 


311 


129 


241 


7 


15 


2% reduced fat milk 


1 cup 


285 


122 


234 


8 


2 


Pasteurized process Swiss cheese 


2 oz 


438 


190 


231 


9 


8 


Provolone cheese 


1.5 oz 


321 


150 


214 


10 


5 


Swiss cheese 


1.5 oz 


336 


162 


207 


11 


19 


Yogurt, plain, whole milk 


8 g protein/ 8 oz 


275 


138 


199 


12 


6 


Rk»tta cheese, part skim 


1/2 cup . 


335 


170 


197 


13 


12 


Muenster cheese 


1.5 oz • 


305 


156 


196 


14 


18 


Whole milk ' 


1 cup 


276 


146 


189 


15 


23 


Feta cheese 


1.5 oz 


210 


113 


186 


16 


14 


Low-fat chocolate milk 


1 cup 


288 


158 


182 


17 


10 


Cheddar cheese 


1.5 oz 


307 


171 


180 


18 


7 


Pasteurized process American cheese food 


2oz 


323 


188 


172 


19 


22 


Mozzarella cheese, whole milk 


1.5 oz 


215 


128 


168 


20 


15 


Reduced fat chocolate milk (2%) 


1 cup 


285 


180 


158 


21 


21 


Blue cheese 




. 225 


150 


150 


22 


4 


Fruit yogurt, low fat ' 


10 g protein/ 8 oaf 


345 


232 


149 


23 


17 


Chocolate milk 


1 cup 


280 


208 


135 


24 


20 


ib*cotla cheese, whole milk 


1/2 cup 


255 


214 


119 



Table A-1.10 Food sources of dairy Calcium ranked by milligrams of Calcium 
per round caloric serving 











Caldum/ 


Calories/ 


Round 




round 




Guidelines 




Standard 


standard 


standard 


Caloric 


% 


caloric 


Rank 


Rank 


Food 


Amount 


amount 


amount 


Serving 


Change 


serving 




1 


Fortified ready-to-eat 


1 oz 


236-1043 


88-106 


n/a 


o/a 


n/a 






oereats (various) 








n/a 


n/a 


n/a 




12 


Oatmeal, plain and 


1 packet 


99-110. 


97-157 






flavored, instant, fortified 


prepared 








296 


376 


1 


2 


Soy beverages, caloum 


1 cup 


368 


98 


100 






fortified 










13% 




2 


3 


Sardines, Atlantic, in oil. 


3oz 


325 


177 . 


200 


367 






drained 










14% 




3 


4 


Tofu, firm, prepared with 


1/2 cup 


253 


88 


100 


288 






nigarf 










6% 


183 


4 


7 


Molass^, blackstrap 


1 Tbsp 


172 


47 


50 


5 


9 


Soybeans, green, cooked 


1/2 cup 


130 


127 


150 


18% 


154 


6 


5 


Rnk Salmon, canned, with 


3oz 


181 


118 


100 


-15% 


153 






bone 










-19% 


144 


7 


6 


GoMards, CQoked from 


1/2 cup 


178 


31 


25 






frozen 












133 


8 


13 


Cowpeas, cooked 


1/2 cup 


106 




inn 


9 


10 


Turnip greens, cooked from 


1/2 cup 


124 


24 


25 


4% 


129 






frozen 










-17% 


122 


10 


8 


Spinach, cooked from 


1/2 cup 


146 


30 


25 






frosen 










-3% 


113 


11 


11 


Ocean perch, Atlantic, 


3 oz 


116 . 


103 


100 






cooked 










25% 




11 


15 


Kale, cooked from frozen 


1/2 cup 


90 


20 


25 


113 


12 


21 


Dandelion greens, cooked 


1/2 cup 


74 


17 


25 


47% 


109 






from fresh 










32% 


108 


13 


18 


Beet greens, cooked from 


1/2 cup 


82 


19 


25 






fresh 










19% 




14 


17 


Blue crab, canned 


3oz 


86 


84 


100 


102 


15 


14 


White beans, canned 


1/2 cup 


96 


' .-.^153 


150 


-2% 


94 


16 


20 


dams, canned 


3 oz 


78 


126 


150 


19% 


93 


17 


16 


Soybeans, mature, cooked 


1/2 cup 


88 


149 


150 


1% 


89 


18 


16 


Okra, cooked from frozen 


1/2 cup 


68 


26 


25 


-4% 


85 


19 


19 


Pak-choi, Chinese cabbage. 


1/2 cup 




10 


10 


0% 


79 






cooked from fresh 








4% 


76 


20 


22 


Rainbow trout, farmed. 


3oz 




144 


150 






cooked 










n/a 


n/a 




1 


Fortified ready-to-eat 


1 oz 


236-1043 


88-106 


n/a 






cereals (various) 










n/a 


n/a 




12 


Oatmeal, plain and 


1 packet 


99-110 


97-157 


n/a 






flavored, instants fortified 


prepared 


















»• » 


Average Change: 


1% 





a 



Table A-1 .1 1 Food sources of Vitamin A ranked by milligrams of 
Vitamin per 100 calories 

Vitamin A/ Caloric Vitamin A/ 





Guidelines 




Standard 


standard 


Standard 


100 


Rank 


Rank 


Food 


Amount 


amount 


amount 


calories 


n/a 


1 


Organ meats (liver, giblets), various, cooked 




1490-9126 


134-235 


n/a 


r/a 


11 


Instant cooked cereal, fortified, prepared 


1 packet 


285-376 


75-97 


n/a 


n/a 


12 


Various ready-to-eat cereals, with added vitamin A 


1 oz 


180-376 


100-117 


n/a 


1 


5 


Carrots, cooked from fresh 


1/2 cup 


671 


27 


2485 


2 


8 


Kale^ cooked from frozen 


1/2 cup 


478 


20 


2390 


3 


2 


Carrot juice - 


3 oz 


1692 


71 


2383 


4 


4 


Pumpkin, canned 


1 niedium 


953 


• 42 


2269 


5 


18 


Mustard greens, cooked 


1/2 cup 


221 


11 


2009 


6 


6 


Spinach, cooked from frozen 




573 


30 


1910 


7 


10 


Turnip g^eens^ cooked from frozen 


1/2 cup 


441 


24 


1838 


8 


21 


Chinese cabbage, cooked ' * 


1/2 cup 


180 


10 


1800 


9 


7 


CoHards, cooked from frozen 


1/2 cup 


489 


31 


1577 


10 


13 


Carrot, row 


1 srhall 


• • 301 


20 


1505 


n 


14 


Beet greens, cooked 


1/2 cup 


276 


19 


1453 


12 


16 


Dandelion greens, cooked 


1/^cup 


260 


18 


1444 


13 


9 


Mixed vegetables, canned 


1/2 cup 


474 


40 


1185 


14 


3 


Sweetpotato with peel, baked 


3/4 cup 


1096 


103 


1064 


15 


20 


Red sweet pepper, cooked 


1/2 cup 


186 


19 


979 


16 


15 


Winter squash, cooked 


1/2 cup 


268 


38 


705 


17 


17 


Cantaloupe, raw 


1/4 


233 


46 


507 






medium 








18 


19 


Picketed herring 


3oz 


219 


222 


99 




Table A-1.12 Food sources of Vitamin A raniced by milligrams of Vitamin A per 
round caloric serving 

Vitamin A/ 











Vitamin Af . 


Calories/ 


Round 




round 




Guidelines 




Standard 


standard 


^ standard 


Caloric 


% 


caloric 


Rank 


Rank 


Food 


Amount 


amount * 


amount 


Serving 


Change 


serwng 




1 


Organ meats 0iver, ^blets). 




1490-9126 


134-235 


n/a 


n/a 


n/a 






various, cooked 










rVa 


n/a 




n 


Instant cooked cereal. 


1 packet 


285-376 


75-97 


n/a 






fortified, prepared 


• 




n/a 


iva 


n/a 




12 


Variois readiy-to-eat 


1 az 


180-376 


100-117 






cereals, with added vitamin 

A 














1 


2 


r\ 

Carrot juice 


3 oz 


1692 


71 


50 


-30% 


1192 


2 


4 


Pumpkin, canned 


1 medium 




AO 




1Q^ 


1135 


3 


J 


Sweetpotato with peel. 


cup 


mo A' 
1U70 




1 SJKI 




1064 




















4 


5 


Carrots, cooked from fresh 


1/2 cup 


671 


27 


25 


'7% 


621 


5 


8 


Kale, cooked from frozen 


1/2 cup 


478 


20 


25 


25% 


598 


6 


9 


Mixed vegetables, canned 


1/2 cup 


474 


40 


50 


2S% 


593 


7 


6 


Spinach, cooked from 


1/2 cup 


573 


30 


25 


-17% 


478 






frozen 












8 


10 


Tumip greens, cooked from 


1/2 cup 


441 


24 


25 


4% 


459 






frozen 














9 


7 


Coilards, cooked from 


1/2 cup 


489 


31 


25 


-19% 


394 






frozen 












10 


13 


Carrot row 


1 small 


301 


20 


25 


25% 


376 


11 


14 


Beet greens, cooked • 


1/2 cup 


276 


19 


25 


32% 


363 


12 


16 


Dandelion greens, cooked 


1/2 cup 


260 


18 


25 


39% 


361 


13 


15 


Winter squash, cooked 


1/2 cup 


268 


38 


50 


32% 


353 


14 


17 


Cantaloupe, raw 


1/4 


233 


46 


50 


9% 


253 






medium 












15 


20 


Red sweet pepper, cooked 


1/2 cup 


186 


\ ♦ ) • \-\ 


25 


32% 


245 




18 


Mustard greens, cooked 


in cup 


221 




10 


-9% 


201 


17 


19 


Picketed herring 


3oz 


219 


- . 222 


200 


-10% 


197 


18 


21 


Chinese cabbage, cooked 


1/2 cup 


180 


..^-5 .10 


10 


0% 


180 












. Average Change: 


8% 
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Table A-1.13 Food sources of Magnesium ranked by milligrams of 
Magnesium per 100 calories 





Cu!delin& 






Magnesium/ 


Calories/ 




Rank 




Standard 


standard 


standard 


Magnesiunt/ 


Rank 


Food 


Amount 


amount 


amount 


100 calories 


1 


7 


Spinach, cooked from fresh 


1/2 cup 


. 78 


20 


390 


2 


6 


Spinach, canned 


1/2 cup 
1/2 cup 




25 


324 


3 


18 


Beet greens, cooked 


49 


19 


258 


4 


20 


Okra, cooked from frozen 


1/2 cup 


47 


26 


181 


5 


3 


Bran ready-to-eat cereal (100%) 


1 oz 


103 


74 


139 


6 


17 


Artichokes (hearts), cooked 


1/2 cup 


50 


42 


119 


7 


1 


Pumpkin and squash seed kernels, roasted 


1 oz 


151 


148 


102 


8 


23 


Oat bran, cooked 


1/2 cup 


44 


44 


100 


9 


15 


Oat bran, raw 


1/4 cup 


55 


58 


95 


10 


4 


Halibut, cooked 


3 oz 


91 


119 


76 


11 


8 


Buckwheat flour 


1/4 cup 


75 


101 


74 


12 


12 


Pollock, walleye, cooked 


3oz 


62 


96 


65 


13 


22 


Oat bran muffin 


loz 


45 


77 


58 


13 


2 


Brazil nuts 


1 oz 


107 


186 


58 


14 


5 


Quinoa, dry 


1/4 cup 


89 


159 


56 


15 


24 


Buckwheat groats, roasted, cooked 


1/2 cup 


43 


78 


55 


16 


20 


Tofu, firm, prepared with ntgari 


1/2 cup 


47 


88 


53 


16 


13 


Black beans, cooked 


1/2 cup 


60 


114 


53 


16 


17 


Lima beans, baby, cooked from frozen 


1/2 cup 


50 


95 


53 


17 


9 


Soybeans, mature, cooked 


1/2 cup 


74 


149 


50 ^ 


18 


7 


Almonds 


1 oz 


78 


164 


48 


18 


14 


Bulgur, dry 


1/4 cup 


t., 57. . 


120 


48 


19 


21 


Cowpeas, cooked 


1/2 cup 


46 


100 


46 


19 


16 


Tuna, yeilowfm, cooked 


3oz 


54 


118 


46 


20 


9 


Cashews, dry roasted 


1 oz* 


74 


163 


45 


21 


25 


Haddock, cooked 


3oz 


42 


95 


44 


21 


11 


White beans, canned 


1/2 cu'p-' 


* 67* 


154 


44 


22 


16 


Soybeans, green, cooked 


1/2 ClJ)> 


54 


127 


43 


23 


23 


Great northern beans, cooked 


1/2 cup 


. . , 44 


104 


42 


24 


25 


Brown rioe, cooked 


1/2 cup 


42 


108 


39 


25 


11 


Mixed nuts, oil roasted, with peanuts 


1 oz * •• 


67 


175 


38 


25 


19 


Navy beans, cooked 


1/2 cup 


48 


127 


38 


26 


10 


Pine nutSt, dried 


1 oz 


71 


191 


37 


26 


20 


Soy beverage 


1 cup 


47 


127 


37 


27 


17 


Peanuts, dry roasted 


1 oz' , 


50 


166 


30 


28 


21 


Hazelnuts 


1 .OZ'^ 


46 


178 


26 
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Table A-1 J 4 Food sources of Magnesium ranked by milligrams of Magnesium 
per round caloric serving 

Magnesium/ 

MagneslMnn/ Calories/ Round round 





Quideiines 




aianaara 




standard 

J^*aj 1 i %M 


Caloric 


% 


caloric 


Dank 






Amntint 


aniount 


amount 


Serving 


Change 


serving 


1 


1 


Pumpkin and squa^ seed 
kernels^ roasted 


1 oz 


151 


148 


150 


^% 


153 


2 


2 


Brazil nuts 


1 oz 


107 


186 


200 




115 


3 


7 


Spinach, cooked from fre^ 


1/2 cup 


78 


20 


25 


25% 


98 


4 


5 


Quinoa, dry 


1/4 cup 


89 


159 


150 


-6% 


84 


5 


6 


Spinach, canned 


1/2 cup 


81 


25 


25 


096 


81 


6 


4 


liaiiDut, GOOKeo 


3 oz 




119 


100 


-16% 


76 


7 


9 


Soybeans, mature, cooked 


1/2 cup 


74 




i(^n 


1^ 

1 TO 


74 


7 


10 


Pine nuts, dried 


1 oz 


71 


191 


200 


s% 


74 


7 


8 


Buckwheat flour 


1/4 cup 


75 


101 


100 


-1% 


74 


8 


7 


Almonds 


1 oz 


78 


164 


150 


-9% 


71 


9 


3 


Bran ready^to-eat cereal 


1 oz 


103 


74 


50 


-3296 


70 






(10096) 










-8% 


68 


10 


9 


Cashews, dry roasted 


1 oz 


74 


163 


150 


11 


11 


>A^{te beans, canned 


1/2 cup 


67 


154 


150 


-3% 


65 


11 


12 


Pollock, walleye, cooked 


3 oz 


62 


96 


100 


4% 


65 


12 


18 


Beet greens, cooked 


1/2 cup 


49 


19 


25 


32% 


64 


12 


16 


Soybeans, green, cooked 


\/2 cup 


54 


127 


150 


18% 


64 


13 


17 


Artichokes (hearts), cooked 


1/2 cup 




42 


50 


19% 


60 


14 


22 


Oat bran muffin 


1 oz 


45 , 


77 


100 


30% 


58 


IS 


11 


Mixed nuts, oil roasted, with 


1 oz 


67 


175 


150 


-14% 


57 






peanuts 








150 


18% 


57 


15 


19 


Navy beans, cooked 


1/2 cup 


48 


127 


16 


20 


Soy beverage 


1 cup 


47 


127 


150 


18% 


56 


17 


24 


Buckwheat groats, roasted. 


1/2 cup 


43 


78 


100 


28% 


55 






cooked 










14% 


53 


18 


20 


Tofu, firm, prepared with 


1/2 cup 


47 




100 






nig9ri 










-12% 


53 


18 


13 


Black beans, cooked 


1/2 cup 


60 '* 


114 


100- 


18 


17 


Lima bean$, baby, cooked 


1/2 cup 


5b 


95 


100 


5% 


53 






from frozen 








^00 


12% 


52 


19 


21 


Hazelnuts 


1 oz 


46 


178 


20 


23 


Oat bran, cooked 


1/2 cup 


44 


44 


50 


14% 


50 


21 


14 


Butgyr, dry 


1/4 cup 


57 


120 


100 


-17% 


48 


22 


15 


Oat bran, raw 


1/4 cup 


55 


58 


50 


-14% 


47 


23 


21 


Cowpeas, cooked 


1/2 cup 


46 


100 


100 


0% 


46 


23 


16 


Tuna, yetlowfin, cooked 


3oz 


54 


118 


100 


-15% 


46 


24 


20 


Okra, cooked from frozen 


1/2 cup 


47 


26 


25 


-4% 


45 


24 


17 


Peanuts, dry roasted 


1 oz 


50 


166 


150 


-10% 


45 


25 


25 


HaddocKr cooked 


3oz 


42 


95 


100 


5% 


44 


26 


23 


Great northern beans. 


1/2 cup 


44 


104 


100 


-4% 


42 






cooked 










39 


27 


25 


Brown rice, cooked 


1/2 cup 


42 


108 


100 


-7% 



Average Change: 2% 



APPENDIX 2: NUTRITIONAL UNITS AS REFERENCE 

UNITS FOR FOOD LABEUNG 
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Examples of nutritional and other information stated relative 
to a caloric or CENTICAL reference unit 

The following examples show the current nutrition labels of five different 
products, sold in the United Kingdom and in the United States, and various 
alternative labeling options that state different types of information relative to 
nutritionally relevant reference units. Note that in order to construct the new 
labels various calculations were performed on the values in the original labels. In 
some cases, and by way of example, these values were sometimes rounded and 
sometimes not, as regulations in different countries make different requirements 
in this respect 



Bcample No. 1 : Cheetos CrunclTy 



The Cheetos Crunchy 
package shown in Fig. 1 
contains 10oz of product 
The information on the label 
currently states the macro 
and micronutrient content 
per serving, which is defined 
as 1 oz of product. 

Since the package contains 
a multiple of 100 calories 
(1 60 calories/serving x 
lOservingi^package ^ 1600 
calories/ package), the 
product fits into the 
CENTICAL method as is. 
Figures 2-11 show different 
ways of stating nutritional 
and other information on 
the package relative to 
caloric reference units. 
These labeling options may 
be used either within the 
framework of the CENTICAL 
system or independentiy. 




i 
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Figure 1 : Cheetos Crunchy, current label 




Nutrition Fact 

Total Calories 1600 

Sendng Size 160 calories (about 21 pieces) 



Amount Per Serving 


Weight 1oz{28g) 


Calories from Fat 90 


%Daliy Value* ' 


Total Fat lOg 


16% 


Saturated Fat 1.Sg 


8% 


Trans Fats Og. 


Cholestrol Omg 


0% 


Sodium 290mg 


12% 


Total Caiiiohydrate 15g 


5% 


Dietary Rber (ess than 1g 


1% 


Sugars 1g 


Protein 2g 


Vitamin A 0% 


• Vitamin C 0% 


Calcium 0% 


• Iron 4% 


Vitamin E 6% 


• Thiamin 4% 


Riboflavin 4% 


-Niacin 4% 


Phosphorus 2% 



* Percent Daily values are based on a 2,000 calorie diet. 
Your daQy values may be higher or tower depending on your . 
calorie needs: 



Front of package marking 
within the CENTICAL method: 



1600 Calories 



Calories: 



2,000 



2.500 



Total Fat 
Sat Fat 

Cholesterol 
Sodium 

Total Cart>ohydrates 
Rber 



Less Than 
Less Than 
Less Than 
Less Than 



'65g 

^20g 
'300mg 
2,400mg 
300g 



SOg 

25g 

300mg 

2,400mg 

375g ^ . 

30g 



Calories per gram 

Fats • Cartx>hydrate 4 • 



Protein 4 



Figure 2: Cheetos Crunchy^ option 1 — macro and mtcronutrient content and weight are 
stated relative to a serving defined in caloric units, which is not a multiple of 100 calories 

As in die original label, option 1 states macro and micronutrient content per 
serving containing ---21 pieces. However, whereas the original label defines the 
serving in weight units (1 oz), the label in option 1 defines the serving in calorie 
units (160 calories). The leading message in the label is therefore caloric. 
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Nutrition Fa 


C t S 


Total Calories 1600 




Serving Size 100 calories (about 13 pie 


ces) 


Servings Per Container about 16 




Amount Per 100 Calories Serving * 


Weight 0.62OZ (17g) 


Calories from Fat 56 


% Daily Value* 


Total Fat 6g 


10% 


Saturated Fat 0.9g 


5% 


Trans Fats Og. 


Cholestroi Omg 


0% 


Sodium 181mg 


7% 


Total Carbohydrate 9g 


3% 


Dietary Fiber less than 1g 


1% 


Sugars 1g 


Protein 1g 


Vitamin A 0% 


• Vitamin C 0% • 


Calcium 0% 


• Iron 3% 


Vitamin E 4% 


• Thiamin 3% 


Riboflavin 3% 


• Niacin 3% 


Phosphorus 1% 


* Percent Daily values are based on a 2.000 calorie diet Your daily 


values may be higher or lower depending on your calorie needs: 


Calories: 


2.000 2.500 


Total Fat Less Than 


65g 80g 


Sat Fat Ljess Than ' 


20g 25g 


Cholesterol Less Than 


300mg 300mg 


Sodium Less Than " 


2,400mg 2.400mg 


Total Carbohydrates 


300g 375g 


Fiber 


25g 30a 


Calories per gram 




Fat 9 • Cartdohydrate 4 ? 


Protefh 4 , 



Front of package marking 
within the CENTICAL method: 



1600 Calories 



Figure 3: Cheetos Crunchy, option 2 — macro and micronutrient content and weight are 
stated relative to a serving defined in caloric units, which Is a multiple of 100 calories 

As in the original label and In option 1, option 2 states macro and micronutrient 
content and weight per serving. However, in this case, the serving is not merely 
defined in caloric units - its size is reset to a multiple of 100 calories. The leading 
message in the label is therefore caloric and each basic serving as well as the 
entire package conform to the CENTICAL method. 
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Nutrition 

Total Calories 1600 
About 210 pieces 



Facts 



Amount Per Container 



Weight 10ogC280g) 



Calories from Fat 900 



% Daily Value* 



Total Fat lOOfl 



160% 



Saturated Fat 15g 



80% 



Trans Fats Og. 



Cholestrol Omg 



Sodium 2900mg 



120% 



Total Carbohydrate ISOg 



Dietary Fiber less than 10g 



10% 



Sugars lOg 



Protein 20g 



Vitamin A 0% 



' Vitamin C 0% 



Calcium 0% 



• Iron 40% 



Vitamin E 60% 



• Thiamin 40% 



Riboflavin 40% 



> Niacin 40% 



Phosphorus 20% 



* Percent Dally values are based on 2,000 calorie diet' 
Your dally values may be higher or lower depending on 
your calorie needs: 





Calories: 


' 2.000 


2.500 * 


Total Fat 


Less Than 


65g 


80g 


Sat Fat 


Less Than 


20g 


25g 


Cholesterol 


Less Than 


300mg 


300mg 


Sodium 


Less Than 


2,400mg 


2,400mg** * 


Total Carbohydrates 




300g 


375g 


Fiber 




25fl 


30q 



Calories per gram 

Fat 9 • Carbohydrate 4 



Protein 4 



Front of package martdng 
within the CENTICAL method: 



1600 Calories 



Figure 4: Cheetos Crunch/, option 3 — macro and micronutrient cpntent and weight are 
stated per container, where the leading message is the total caloric content of the paclcage, 
given in calories 

Option 3 does not define a serving size at alL Rather^ the leading nnessage is the 
caloric content of the entire package and that is the reference unit used for all the 
additional information. (That is because eating an entire pacic of snacks in one 
eating session by one individual is a common scenario). 
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Nutrition Fact 

Total CEIMTICALs 16 

Serving Size 1 CENTICAL (about 13 pieces) 

Servings Per Container about 16 

Amount Per 1 CENTICAL 

Weight 0,62oz (17g) 



CENTlCALs from Fat 0.56 



% Dally Value* 



Total Fat 6g 



10% 



Saturated Fat 0.9g 



5% 



Trans Fats Og. 



Cholestrol Omg 



0% 



Sodium 181mg 



7% 



Total Carbohydrate 9g 



3% 



Dietary Fiber less than Ig 



1% 



Sugars 1g 



Protein Ig 



Vitamin A 0% 



' Vitamin C 0% 



Calcium 0% 



Iron 3% 



Vitamin E 4% 



* Thiamin 3% 



Riboflavin 3% 



> Niacin 3% 



Phosphorus 1% 



* Percent Daily values are based on a 20 CENTICAL diet. 
Your daily values may be higher or lower depending on your 
calorie needs: 





CENTlCALs: 


20 


25 


Total Fat 


Less Than 


65g 


80g 


Sat Fat 


Less Than 


20g 


25g 


Cholesterol 


Less Than 


300mg 


300mg 


Sodium 


Less Than 


2»400mg 


2,400mg 


Total Carbohydrates 




300g 


37Sg 


Fiber 




25g 


30g 


Calories per gram 

Fat 9 • Cartx>hydrate 4 • . 




Protein 4 



Front of package marking 
within the CENTICAL method: 



16 CENTlCALs 



Figure 5: Cheetos Crunchy, option 4 — macro and micronutrient content and weight are stated relative 
to a sendng defined in CENTICAL units (1 CENTICAL) 

Option 6 is the same as option 2, stating macro and micronutrient content and 
weight relative to a serving defined In caloric units. and set to a multiple of 100 
calories. However, whereas option 2 defines the serving in calories, option 4 
defines the same serving size in CENTICAL units. Recomm]ended daily values are 
also stated relative to caloric budgets given in CENTICAL uriits. 



N u t r i t i o 

Total CENfTICALs 16 
About 210 pieces 



n F a c t 



Amount Per Contatrter 



Weight lOoz (280g) 



CENnCALs from fat 9 



% Daily Value* 



Totai Fat lOOg 



160% 



Saturated Fat 15q 



80% 



Trans Fats Og. 



Cholestrol Omg 
Sodium 2900mg 



0% 



120% 



Total Carbohydrate 150g 



50% 



Dietary Rber less than lOg 



10% 



Sugars lOg 



Protein 20g 



Vitamin A 0% 



^ Vitamin C0% 



Calcium 0% 



• Iron 40% 



Vitamin E 60% 



Thiamin 40% 



Riboflavin 40% 



'Niacin 40% 



Phosphorus 20% 



* Percent Daily values are k>ased on 20 CENTICAL diet Your 
daily values may be higher or lower depending on your 
centical needs: 





CENTICAL^: 


20 


25 


Total Fat 


LessTlian 


65g 


80g 


Sat Fat 


Less Than 


20g 


25g 


Cholesterol 


Less Than 


300mg 


300mg 


Sodium 


Less Than 


2,400mg 


2,400mg 


Total Carbohydrates 




300g 


375g 


Fiber 




25g 


30g 



Calories per gram 



Fats 



Carbohydrate 4 



Protein 4 



Front of package maricing 
within the CENTICAL method: 



16CENTICALS 



Figure 6: Cheetos Crunchy, option 5 — macro and micronutrient content and weight are 
stated per container, where the leading message is the total caloric rantent of the packa^, 
^Ven in CENTIGAI^ 

Option 5 is the same as option 3, stating macro and micronutrient content and 
weight per container, defined in caloric units. However, whereas option 3 defines 
the total <x>ntent in calories, option 5 defines the same content in CENTICAL 
units. Recommended daily values are also stated relative to caloric budgets given 
in CENTICAL units. 



Nutrition Facts 

Total Calories 1600 

Serving Size 160 calories (about 21 pieces) 
Servings Per Container about 10 


Calories from fat/ser>^g 90 
Calories from fat/IOOcals 56 


Per Senrina 


Per 100 

Calories 




Weight 1oz(28g) 


0.62OZ (17g) 




Price $0^6 


$0.22 




%.Dallv Value* 


Amount 




Per 100 

PerServIng Calories 


Total Fat lOg 


6g 


16% 10% 


Saturated Fat 1 .5g 


0.9g 


. 8% 5% 


Trans Fats Og 


Off 




Ctiolestrol Onng 


Omg 


• • 0% • 0% 


Sodium 290mg 


181mg 


12% 7% 


Total Cartas 15g 


9g 


5% 3% 


Dietary Fiber less than 1g 


less than la 


1%. . 1% 


Sugars 1g 


0.6g 




Protein 2g 


ig 




Vitamin A 




0% 0% 


Calcium 




0% 0% 


Vitamin E 




6% 4% 


Riboflavin 




4% 3% 


Phosphorus 




2% 1% 


Vitamin C 




-0% 0% 


Iron 




4% 3% 


Thiamin 




4% 3% 


Niacin 




4% 3% 


* Percent Daily values are based on a 2.000 calorie cDet Your Bally values may be 
higher or lower depending on your calorie needs: 


Calories: 




2.06b' * 2.500 


Total Fat Less Than 
Sat Fat Less Than 

Cholest Less Than 

Sodium Less Than 

Total Carb 
Fiber' 




65g; 80g, 
2Qg. - • 25g'. . 

2,400mg « 2,400mg 
3b0g .r. 375g 
25a " 36a 


Calories per gram 

Fat9 • • Carbohydrate 4 


• 


;. ;7v; Protein 4 



Figure 7: Cheetos Crunchy, option 6 - macro and micronutrient content, weight and price 
are stated both relative to a serving defined In caloric units, which Is not a multiple of 1 00 
calories, and per 1 00 calories. 

Option 6 states macro and micronutrient content^ weight and price per 160- 
calories portion and per 100 calories. The leading. message in the label is 



therefore caloric. In addition to the number of calories from fat, protein and 
carbohydrates per gram of product^ the number of calories from fat is stated per 
100 calories of product -.r.. 



N u t r 


ition Facts 






Total CENTICALs 1600 


■ •• »• 




Sennng Size 1.5 CENTICALs (about 21 pieces) 
Seivinas Per Container about 10 


CENTICALS from Fat/serving: 0.9 
CENTicULalrom Fat/CENTICAU 0.56 


Per Serving Per CENTICAL 


Weight 


1 oz (28ci) 0.62OZ (1 7a) 






Price 


$0.36 $0^ 






% Dally Value* 


Amount 




Per Serving 


Per 

CENTICAL 


Total Fat 


lOg 6g 


. . 16% 


10% 


Saturated Fat 1.5a 0.9a 


8% 


5% 


Trans Fats 


Oq Op 






Cholestrol 


Oma Oma 


0% 


0% 


Sodium 


290ma 181 ma 


12% 


7% 


Total Garbs 


1Sg 9a 


5% 


3% 


Dietary Fiber 


less than 1g less than 1g 


1% 


1% 


Suqars 


la 0.6g 






Protein 


2fl la 






Vitamin A 




0% 


0% 


Calcium 




?'.0% 


0% 


Vitamin E 




•.t*6% 


4% 


Riboflavin 




4% . 


3% 


Phosphorus 




2% 


1% 


Vitamin C 




0%.. , 


. . 0% 


Iron 




4%''- 


3% 


Thiamin 




4% 


3% 


Niacin 




. 4%*... 


3% 


* Percent Daily values are based on a 20-CENTICAL diet. Your daily values may be 
higher or lower depending on your calorie needs: *- ^ * 




CENTICALs 


20 . . . 


25 . . 


Total Fat 


Less Than 


65g . . 


80g 


Sat Fat 


Less Than > * 


20g 


25g 


Chotest 


Less Than 


300mg. 


300mg 


Sodium 


Less Than 


2,460mg 


2,400mg 


Total Carb 




aoog^ 


375g 


Rber 




25a . 


30q 


Calories per gram 

Fats • Carbohydrate 4 




Protein 4 



Figure 8: Cheetos Crunchy, option 7 — macro and micronutrient content; weight and price 
are stated both relative to a serving defined in CENTICALS which Is not a multiple of 
CENTICALS, and per CENTICAL. 



Option 7 is the sanne as option 6, except that caloric values are stated In 
CENTICALs rather than in calories. 



N u t r 


i t i o n 


Facts 




Total Calories 1600 






Serving Size 160 calories (about 21 pieces) 




Servings Per Container about 10 










Per 100 Per 


Per 100 


Amount 


Per Serving 


Calories Serving 


Calories 


Weight 


1ozC28g) 


0.62OZ (17g) 




Price 


$0.36 


$0.22 




% Dally Value* 


Total Fat 


lOg 


6g 


16% 10% 


Saturated Fai 


1.6g 


0.9g 


8% 5% 


Trans Fats 


Oa 


Oa 




Cholestrol 


Omg 


Omg 


0% 0% 


Sodium 


29Dmg 


181 mg 


12% 7% 


Total Garbs 


15g 


9a 


5% 3% 


Dietary Rber 


less than 1g 


less than 1g 


1% 1% 


Suqars 


1q 


0.6g 




Protein 


2g 


lg 




Vitamin A 


0% 


0% Vitandn C 


0% 0% 


Calcium 


0% 


0% Iron 


4% 3% 


Vitamin E 


6% 


4% Thiamin 


4% 3% 


Riboflavin 


4% 


3% NIadn 


4% 3% 


Phosphorus 


2% 


1% 




* Percent Daily values are based on 2,000 calorie diet Your daily values nnay be 


higher or lower depending on your calorie needs: 






Calories: 


2.000 


2.500 


Total Fat 


Less Than 


65g 


80g 


Sat Fat 


Less Than 


20g 


. 25g 


Cholest 


Less Than 


300mg 


300mg 


Sodium 


Less Than 


2.400mg 


• 2;400mg 


Total Carb 




300g 


375g-. i. .T 


Fiber 




25g 




Calories from Fat/Carbohydrate/Protein per 100 Calories 




Fat 54 


• Carbohydrate 36 • 


/. Protein 4 


Calones from Fat/Carbohydrate/Protein per serving 




Fat 90 


Carbohydrate 60 • 


■Proteins 



Figure 9: Cheetos Crunchy^ option 8 » macro and micronutrient content, weight, price and 
calories from fat/carbohydrate/proteIn are stated Ixith relative'to a serving defined in calones 
which Is not a multiple of 100 calories, and per 100 calories. * 

Option 8 is the same as ' option 6, except that calories from 
fat/carbohydrate/protein are not stated per gram but per 100 calories and per 
serving defined in caloric units, in line with the rest of the label. 



N u t r i 


t i o n 


Facts 




Total CEfMnCALs16 






Seiving Size 1 .6 CENTICALs (about 21 pieces) 




Servinos Per Container about 10 










Per . Per 


Per 




Per Serving 


CENTICAL Serving 


CENTICAL 


Weiaht 


1oz(28g) 


0.62o?(17g) 




Price 


S0^6 






% Dally Value* 


Total Fat 


log 




16% 10% 


Saturated Fat 


1.50 


0.9a 


8% 5% 


Trans Fats 


Oa 


Ofl 






Omg 


Omg 


0% 0% 




290ma 


181mg 


12% 7% 


Total Carbs 


15q 


9a 


5% 3% 


Dietary Fiber 


less than la 


less than 1a 


1% 1% 




is 


0.6a 






2g 






Vitamin A 


0% 


0% Vitamin C 


0% 0% 




0% 


0% Iron 


4% 3% 


Vitamin E 


6% 


4% Thiamin 


4% . 3% 


Riboflavin 


4% 


3% Niacin 


4% 3% 


Phosphorus 


2% 


1% 




* Percent Dally values are based on a 20 CENTICAL diet Your dally values may 


be higher or lower depending on your calorie needs: 






CENTICALS: 


20 


'25* 


Total Fat 


Less Than 


65g 


80g 


Sat Fat 


Less Than 


20g 


- 25g 


Cholest 


Less Than 


300mg 


300mg 


Sodium 


LjessThan 


2,400mg 


2,400mg 


Total Carb 




300g 


37$g 


Fiber ^ 




25a 


r 30a . 


Calories from Fat/Carbohydrata/Protein per CENTICAL 




Fat 54 


• Cart)Ohydrate 36 • . 


.\ 'z^ Pfpteln 4 


Calories from Fat/Carbohydrate/Protein per serving 




Fatso 


• Carbohydrate 60 • 


Protein 8 



Figure 10: Cheelos Crunchy, option 9 - macro and micronudient content, weight, price and 
calories from fat/carbohydrate/protein are stated both relatlve.to a serving defined in calories 
which is not a multiple of CENTICALs, and per CENTICAL. 

Option 9 is the same as option 8, except that caloric values are given in 
CENTICALs rather than in calories. 



NutritionFacts 

Total CENTlCALs 16 

Serving Size 1.6 CENTlCALs (about 21 pieces) 
Servinqs Per Container about 1 0 


Amount 


Per Serving 


Per Per 
CENTICAL Serving 




Per 

CENTICAL 


Weight 


1oz(28a> 


0.62ozl17g) 






Price 


$0.36 


$0.22 






% Dally Value* 


Total Fat 


log 


6g 


16% 


10% 


Saturated Fal 


1.5g 


0.9g 


8%' 


5% 


Trans Fats 


Off 


Og , , 






Chblestrol 




Omg 


0% 


0% 


Sodium 


290mg 


IBImg 


12% 


7% 


Total Cartis 


15g 


«9 


5% 


3% 


Dietary Rber 


less than 1g 


less than 1g . 


1% 


1% 


Sugars 


Iff 


0.6q 






Protein 


2g 








Vitamin A 


0% 


0% Vitamin C 


0% 


0% 


Calcium 


0% 


0% Iron 


4% 


3% 


Vitamin E 


6% 


4% Thiamin 


4% 


3% 


Riboflavin 


4% 


3% Niacin 


4% 


3% 


Phosphorus 


2% 


1% 






* Percent Daily values are based on a 20 CENTICAL diet Your daily values may 
be higher or lower depending on your calorie needs: 

CENTICALS: 20 25 


Total Fat 
Sat Fat 

Cholest 

Sodium 

Total Carfo 
Rber 


Less Than 
Less Than 
Less Than 
Less Than* 


65g 

20g 

300mg 

2,400mg 

300g 

25g 




80g 
25g 
300mg 
2,40pmg 
375g • 


CENTlCALs from Fat^Carbohydrate/Protein per CENTICAL 
Fat 0.54 • Carbohydrate 0.36 • 




Protein 0.04 


CENTlCALs from Fat/Carbohydrate/Protein per serving 
Fat 0.9 • Carbohydrate 0.6 • 




Protein 0.08 



Rgure 1 1 : Cheetos Crunchy, option 10 — macro and microndtrlent content/ weighs price and 
CENTlCALs from fal/carbohydrate/proteio are stated both relative to a serving defined in 
calories which Is not a multiple of CENTlCALs, and per CENTICAL. 

Option 10 is the same as* option 9, except- that energy from 
fat/carbohydrate/protein per CENTICAL and per serving Is stated in CENTlCALs 
and not in calories. 



Dample No. 2: AAaite & Spencer's All Butter Apple and Cinnamon 
Bites 

The Marks & Spencer All Butter Apple and Cinnamon Bites package contains 
200g of product, equal to —20 biscuits. Figure 7 shows the information copied 
from the cun^nt produa labeling. The current labeU state the total weight of the 
package and the macro and micronutrient content per 100g and per serving 
(biscuit). ..... 



N u t r i t 


o n 




TvDical Values 


Per iOOg 


Per Biscuit 




©0® 


m® 

93 I 


Protein g 
Carbohydrate g 

of which suaars g 


5.5 
64.6 
16.8 


0.6 - 
6.5 . 
1.7 


1 Pasg 




Dj© 


Fibre g 
Sodium a 


2.1 

0^6 


0.2 











200 g e 



Guideline DailvAmounts 




Calories 
Fat 9 
Salt a 






mm 


m 


mm 
m 


m 

7 



Figure 1 2: Marks & Spencer All Butter Apple and Cinnamon Bites, current label 

Since each biscuit contains a multiple of 50 calories, the product fits as is Into the 
CENTICAL method. Figures 13-14 show different ways of stating nutritional and 
other informaljon on the package relative to caloric reference units. These 
labeling options may be used either within the framework of the CENTICAL 
system or independently. Note that according to the current label, 1 0Og of 
product contain 510 calories, i.e., the entire 200g package contains 1020 
calories. Since each biscuit contains 50 calories, this would mean that the number 
of biscuits in the package is not an integer. An alternativ^ explanation would be 
that while each biscuit contains 51 calories the value was rounded down to 50, 
which is permissible according to the relevant British law. jin the following calorie- 
based labeling options the total caloric content of the package is accordingly 
rounded down to 1 000. 
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Nutrition 



Typical Values 


Per 100 calories 


Per Biscuit 


Energy Kcal 




50 


K] 


420 


210 


No. of units 


2 


1 


Weiaht 


20g 


10a 


Protein g 


1.2 


0.6 


Carbohydrate g 


13 


6.5 


of which sugars g 


3.4 


1-7 


Fatg 


5 


2.5 


of which saturated a 


3.2 


1.6 


Fibre g 


0.4 


0.2 


Sodium g 


0.06 


0.03 


Equivalent as salt a 


0.2 


0,1 



G u i d e 1 i n e Daily Amounts 



Recommended by nutrition professionals for average adute 



Per 100 Calories (2 U.) 
Calories 

Weight 20g 
Fatg 5.0 
Saltg 02 



Front of package marking within 
the CENTiCAL method: 



1000 calories 
or 

20 (cookies) 
50 calories 



Per Biscuit 


Woman 




50 


2000 


2500 


10g 






2.5 


70 


95 


0.1 


5 


1 7 



Rgure 13: Marks & Spencer All Butter Apple and Cinnamon Bjtes, Option 1 : Information is 
given per 100 calories and per biscuit with a caloric content thkt is a multiple of 50 calories 



As in tlie original label, option 1 states macro and micronutrient content and 
weight per biscuit, which happens to cx>ntain 50 calories. But whereas the qriginal 
label states macro and micronutrient content and weight also per lOOg, option 1 
states macro and micronutrient content and weight per 100 calories. The leading 
message is therefore caloric. 



N u t r i t 



TvDical Values 


PerCENTICAL 


Per Biscuit 


Energy CENTICALs 




0.5 


KJ 


420 


210 


No. of units 


2 


1 


Weiaht 


20a 


10a 


Protein g 


1.2 


0.6 


Carbohydrate g 


13 


6.5 


of which suaars a 


3.4 


r1.7 *. ^ 


Fatg 


5 


2.5 


of wh!ch saturated a 


3.2 


1.6 


Fibre g 


0.4 


0.2 


Sodium a 


0.06 


0:03 


Equivalent as salt g 


0.2 


0.1 



Front of package marking 
within the CENTICAL method 

10 CENTICALs 
or 

20 (cookies) x 0.5 
CENTICAL: 



Guide 



Daily A mounts 



Recommended bv nutrition orofesslonals for averaae adults 


Perl CENTICAL (2 U.) 
CENTICALs 
Weight 20g 
Fat g 5.0 
Saltq 0.2 


Per Biscuit Woman 1 


Man 


0.6 20 
lOg 

2.5 70 

0.1 5 1 


25 

95 

1 7 



Figure 14: Marks & Spencer All Butter Apple and Cinnamon Bites, Option 2: Information is 
given per 1 CENTICAL and per serving, which Is a well-defined consumption unit with a 0.5 
CENTICAL caloric content 

Option 2 is the same as option 1, except that caloric values are stated in 
CENTICALs rather than in calories. The leading . message therefore a 
CENTICAL focus. 



Example No. 3: Tesco Bran Flakes Healthy Livins 

The Tesco Bran Flakes Healthy Living package contains 500g of product Figure 
1 5 shows the information copied from the current product labeling. The current 
labels state the total weight of the package and the macro and micronutrient 
content per serving (defined as 30g) of the product with 125ml semi-skimmed 
milk, and per 100g. 



:f\_J>:>\}^rsjy-j^M^z^ _....„.„ 



Wheat, Wheal Bran, Sugar, Malt Extract, Salt 
Niacin, Iron, Pantothenic Add, ThianrUn, RibofIa\fln, 
Vitamin Be. Folic Acid. Vitamin D. Vitamin B12, 



A 30g serving of Healthy Uvlng Bran Flakes 500g 
typically contains at least 30% of the 
recommended daily allowance of Vitamin D, 

Thiamin (Bi), Ribofla^ (B2), Niacin, Vitamin Bs, ' 

Folic Add, Vitamin B12, Pantothenic Add and Iron. 





A30g(1oz) 






serving with 125ml 


,f «... 


Typical 


semi-skimmed 


100g(31/2oz) 


Composition 


mlfk provides 


provide. 
14031^^^ ' 


Energy 


671kJ • 




159kcar 


.331kcar .:• . • • 


Protein 


7^g 


10.2g 


Carbohydrate 


26.4g 


67.1 g 


of v^lch sugars 


11^ 


17.2g . . 


Fat 


2.79* 




of which saturates 


1.5g 


0.5g 


Fibre- 


4.2g 


14.1g 


Sodium 


0.3g 


6»6g A-tfas-V.-. /;>.;«% 


Vitamines/Minerals 






Vitamin D 


1.5 pg(30%RDA} 


5.0 |J9 (100% RDA) 


Thiamin (B|) 


O.Smg (34% RDA) 


1.4mg (100% RDA) 


Riboflavin (82) 


0.7mg (44% RDA) • 


1.6mg>(100%RDA) 


Niacin . 


. 6.5mg (36% RDA) 


18.0mg:(100% RDA) 


Vitamin Be* 


0.7mg (34% RDA) ' 


2.0mg (100% RDA) 


Folic Acid 


127.5Mg (64% RDA) 


400.0Mg (200% RDA) 


Vitamin B12 


0.8pg (80% RDA) 


1.0|jg (100% RDA) 


Pantothenic Acid 


2.2mg (37% RDA) 


6.0mgr (100% RDA) 


iron 


4.3ing (30% RDA) 


14.0mg(100%RDA) 



RDA = Recommended Daily Allowance 



Thts'pack contains 16 servings. 

A serving (30g) contains ttte equivalent of 

approx. 0.7g of salt 

* Calories/Fat per serving witti whole mlUc 183kcal/5.6g 
Calories/Fat per serving with skimmed milk: 142kcal/0.8g 
♦* Fibre has been determined by AOAC analysis. 



Guideline daily amounts 



Each day 
Calories 
Fat 
Salt 



Women 
2000 
70.0g 
5.0g 



Men 
2500 
95.0g 
7.0g 



Per 



g 

o'.tr"'* 

These figures are for average adults of nonmal weight. ^ ^ . 
Your own requirements will very with age, size and activ^jty l^vet; 

As calculated by Teste 




using information published by - - . • 
Weight Watchers Inf I Inc. for consumer 
Infbrmatton only. This product is not 
endorsed or sponsored by Weight 
Watchers Inti Inc., the owner of the 
Polnts<S> trademark. 
* using semi-skimmed milk 



O IT® 0J(Se(AlA!^ 

°:.©^fe^^®oir^©s©i^®^l?®^ — 



mm® 



FIgMie 15: Tesco, Bran Flakes Healthy Living 500g, current label 

Since each 30g serving contains a multiple of 1 0O^lc^lpries, the product as is 
conforms in part to the CENTICAL method. Figures'l6-19 show different ways of 
stating nutritional and other information on the package relative to caloric 
reference units. These labeling options may be used either within the framework 
of the CENTICAL system or independently. 



/A / AW c> /^ck/yc^ 



lgq iieidietii.tsl 
Wheat. Wheat Bran, Sugar, tmi Extract, Salt 
Niacin, Iron, Pantothenic Add, Thiamin. Riboflavin, 
Vitamin Bb. Folic Acid, Vitamin P. Vitamin Bi2. 



Total Calories 1655. A 100 calories (30g) serving of IHealthy LMng 
Bran Flakes typically contains at least 30% of the recortinrii^VJed 'daHy 
allowance of Vitamin D, Thiamin (Bi), Riboflavin (B2). Niacin, Vitamin 
Be, Folic Acid, Vitamin 812, Pantothenic Add and Iron. 

A 100-calories 
<30g/1oz) . serving 
with 59 calories 
(125ml) seml- 
sklmmed milk 
provides * 
671kJ 
159kcal* 
7.2g 
26.4g 
11. 4g 
2.7fl* 
1.5g 
4.2g 
0.3g 

1.5 |ig (30% RDA) 
0.5mgj(34%.RDA) . 
0.7mg (44% RDA) 
6.5mgc(3jS^/o'RDA) 
0.7mg(34%lR&Ar 
127.5pg j[64%RDA) 

O.Opg (80?/d RpX) ' 



Typical 
Composition 
Weight 

Protein 
Carbohydrate 
of which sugars 
Fat 

of which saturates 
Fibre** 
Sodium 

Vitamines/A^erals 
Vitamin D 
Thiamin (B|) 
Riboflavin (B2) 
Niacin 
Vitamin Be 
Folic Acid 

Vitamin B12 
Pantothenic 
Acid . . 
Iron 



100 calories 
provide 

30g Energy 

3g 

20.1 g 

5.2g 

0.72g 

0.2g 

4.2g 

0.2g 

1.5Mg (30% RDA) 
0.4mg (30% RDA) 
O.Smg (30% RDA) 
5.4mg (30% RDA) 
0.6mg (30% RDA) 
120.0pg (60% RDA) 
0.3|jg (30% RDA) 



2.2mgi^7%^|ipA) 
4,3mg;(80«S&l?DA).: 



1.8mg (30% RDA) 
4^mg(30%RDA) 

RDA = Recommended Daily Allowance 
This pack contains 16 servings. 

A ser^ng of 100 calories*(30g) contains the equivalent o1?£; 
approx. 0.7g of salt 

* Calories/Fat per serving with whole mUk: 183kcal/5.6g 
Calories/Fat per serving with skimmed milk: 142kcal/0.8g. " 
** Fibre has been determined by AOAC analysis. 



Guideline daily amounts 



Liich.dax. 



VVomeri, 



Men 



Per serving 



Calbrifes 2000 2500 159''- 

Fat 70.0g 95.0g 2.7g — 

Salt • 5.0g 7.0g 0.7g: • . 

These figures are for average adults of nonnal weight 
Your own requirements will very with age, size and activity level 

••<».. 

As calculated by Tesco 
using information published tiy 
Weight Watchers Infl Inc. for consumer * * ' 
information only. This product is not 
endorsed or sponsored by Weight 
Watchers Infl Ina, the owner of the 
Points® trademark. 
* using semi-skimmed milk 



o©©©a(oXi<feiJ©©jlio^ 

Z^N ^'tefi^ M](o> Mmi^<m_ 




Figure 16: Tescx>, Bran Flakes Healthy Living Option 1 - Information is stated per 100 
calories of product and per 100 calories of product with 59 calories of semi-sWmmed milk 

The leading message in option 1 is caloric. As in the original label, there is a 
statement of macro and mlcronutrient content per serving (30g or 100 calories in 
both cases) with a serving of milk (125ml or 59 calofies in both cases). However, 
whereas in the original label the servings are defin^ in weight and volume units, 
in option 1 they are defined in caloric units. Further, i^nstead of stating macro and 
micronutrient content per lOOgr of product, option. 1 states the nutritional 
content per 100 calories of product, which happens to be the defined serving 
size. Further, the total content of the package is stated In calories and not only In 
weight units. 
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Wheat. Wheat Bran, Sugar. Malt Extract. Salt, Niacin, iron,.: Pantothenic 
Acid, Thiambi, ratK3flavin,Vitainin Be. Folic Acid, Vitaipln'D, Vitamin 
B12. 



Total CENTICALs: 16.55. 1 CENTICAL (30g) ser>^g of Healthy 
Living Bran Rakes typically contains 'at least 30% of the recommended 
daily allowance of Vitamin D, TTiiamin (Bi), Riboflavin (B2), Niacin, 
Vitamin Be. Folic A^d, Vitamin B12, Pantothenic Acid and Iron. 







1 CENTICAL (30g/1O2) 






serving with 0.59 






CENTICAL (125ml) 


Typical 


1 CENTICAL 


semi-skimmed mlllc 


Composition 


provides 


provides 


Weight 


30g Energy 


671 kJ 






159kcar 


Protein 


3g 


7J2Q 


Carbohydrate 


20.1 g 


26.4g 


of which sugars 


5.2g 


11.4g 


Fat 


0.72g 


2.7g* 


of which 






saturates 


0.2g 


1.6g . ^- . . 


Fibre** 


4.2g 


4.2g 


Sodium 


0.2g 


0.3g 


Vitamines/Minerals 






Vitamin D 


1.5|jg (30% RDA) 


1.5 pg(30.%,RDA) . . 


Thiamin (Bi) 


0.4mg (30% RDA) 


0.5mg (34% RDA) 


Riboflavin (B2) 


0.5mg (30% RDA) 


0.7mg (44% RDA) * 


Niacin 


5.4mg (30% RDA) 


6.5mg (36% RDA) 


Vitamin B9 


0.6mg (30% RDA) 


0.7mg(34%RbA).- . 


Folic Add 


120.0|ig (60% RDA) 


127.5|i9 (64% RbA) ' 


Vitamin Bu 


0.3|jg (30% RDA) 


0.8^9(80% RDA) 


Pantothenic 






Acid 


1.8mg (30% RDA) 


2.2mg RDA) 


Iron 


4.2mg (30% RliA) 


4.3mg(3bVoRbA) 



RDA s Recommended Daily Allowance 
This pack contains 16 servings. 

A serving of 1 CENTICAL (30g) contains the equivalent of 
approx. 0.7g of sait 

* CENTICALs/Fat per serving with whole milk: 1.83kcal/5.6g 
CENTICALs/Fat per ser^ng skimmed milk: 1.42kcal/0.8g 
_** Fibre has been detemntned by AOAC analysis. 



Guideline daily amounts 



Each day 
.CENTICALs 



Women 
20 



Men 



25 



Per serving 
1.59 



I 



Fat 
Salt 



70.0g 95.0g 2,7g - . 

S.Og 7.0g 0.7g ,.: ^ 

These figures are fbr average adults of normal weight . ; i o .m^. 
Your own requirements wfll very wyllh age, size and ^c^vlft^ loyelr 
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per serving 

2 1/2* 



As calculated by Tesco 
using Information published by 
Weight Watchers Inti Inc. for consumer 
infcmnation only. This product is not 
endorsed or sponsored by Weight 
Watchers Inti Inc. the owner of the 
Points® trademark. 
* using semi-skunmed milk 



^^^ffl^^O^fe^^^^ 



Figure 17:Tesco, Bran Flakes Healthy Living Option 2 - Information is stated per 1 
CEIMTICAL of product (which equals one serving) and per 1 CENTICAL of product wittj 0.59 
CENTICALs of semi-skimmed milk. Guideline dally amounts are also stated relative a daily 
caloric budge gjven In CENTICAL units. .. , 

Option 2 is the same as option 1 , except that CENtlCAL units are used instead of 
calories. , " i .• 



Wheat, Wheat Bran. Sugar. Malt Extract. Salt. Niacin. Iron, 
Pantottienlc Add. Thiamin, Riboflavin, Vitamin Be. Folic Acid. Vitamin 

D. Vitamin B12. 



Total CENTlCALs 16. 1 CENTICAL (30g) serving of Healthy Living 
Bran Rakes typically contains at least 30% of the recommended dally 
allowance of Vitamin D. Thiamin (Bi), Riboflavin (B2), Niacin. Vitamin 
Be. Folic Add, Vitamin B12, Pantothenic Add and Iron. 

1 CENTICAL 
(30g/1oz) serving 
with 0.5 CENTlCALs 
semi- 
mlllc 



Typical 
Composition 
Weight 

Protein 
Carbohydrate 

of which sugars 
Fat 

of which saturates 
Sodium 

Vitamlnes/Minerals 
Vitamin D 
Thiamin (Bi) 
Riboflavin (B2) 
Niacin 
Vitamin Bs 
Folic Acid 

Vitamin B12 
Pantothenic 
Acid 
Iron 



CENTICAL 



Energy 



provides 
30g 

3g 

20.1g 

5.2g 

0.72g 

0.2g 

4.2g 

0.2g 



1.5119 (30% RDA) 
0.4mg (30% RDA) 
0.5mg (30% RDA) 
5.4mg (30% RDA) 
O.Omg (30% RDA) 
120.0|ig (60% RDA) 
0.3pg (30% RDA) 

1.8mg(30%H(bA) 
4.2mg (30% EWA) 



(106ml) 
skimmed 
provides 

632lcJ 4 

ISOkcal**'^ 

6.5g 

25.4g 

10.4g 

2.4g* 

1.3g -r- 

4.2g 

0.3g 



1.5 pg(30%libA) 
0.5mg(34%'RDA) 
0.7mg (44% RDA) 
6.3mg (»% RDA) 
0.7mg (34% RDA) 
126.3Mg (63% RDA) 
0.7pg (72% RDA) 

2.1mg(3(B%'RbAy 
4^mg (30% IWA) 



RDA = Recommended Dally Allowance 
This pack contains 16 CENTICAL ser>4ngs. x\ > 

A serving of 1 CENTICAL (30g) contains the equivalent of 
approx. 0.7g of salt. 

* CENTICALs/Fat par serving with \yhote milk: 2.0kcal/5.6g 
CENTICAL^/Fat per serving with skimmed milk: 1.5kcal/0.8g 
Rbre has been determined by AOAC analysis. 



Guideline daily amounts 



Each day 



Women 



Men 



l^er serving 



""' 25 



2-59. . 



CENTlCALs * 20 

Fat 70.0g ^ 95.0g 

Salt 5.0g ' '** 7.0g 0.7g 

These figures are for average adults of normal weight. 
Your Qwn requirements will yery with ^ge^ size apct activifi^J'eyeL. 



As calculated.by Tesco .^tu. 
using information published by 
Weight Watchers Intl Inc. for consumer 
information only. This product Is not 
endorsed or sponsored by Weight - 
Watchers lnt*t Inc., the owner of the 
Points® trademark. 
* using semi-sklmmed milk - 



o IT® (KitMte 9A§g{)aj^ 
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Figure 18:Tesco, Bran Flakes Healthy Living Option 3: infoirnation is stated per 1 CENTICAL 
of product (which equals one serving) and per 1 CENTICAL of 'product with 0.5 CENTlCALs of 
semi-skimmed milk. Total content is changed in order to make it a multiple of CENTICAL - 
the recommended serving size. ^" * 

As in option 2, the basic focus of the label Inoptibn 3 is CENTICAL in nature, 
tnformatjon is stated per 1 CENTICAL serving of product However, as opposed to 
option 2, in option 3 not only the basic serving; size is a multiple of half- 
CENTlCALs— other important sizes relating to the product— the amount of milk 
consumed with a basic serving and the total content of the package — are also 
adjusted to make them fit more naturally Into the CENTICAL concept. In option 3 
the amount of semi-skimmed milk consumed with a 1 -CENTICAL serving of 
product is reduced from 0.59 CENTlCALs to 0.5 CENTlCALs. The total content of 
the package is reduced by 3% in order to make it too a multiple of CENTlCALs. 
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Wheat, Wheat Bran, Sugar, Malt Extract, Salt, Niacin. Iron.' Pantothenic 
Add, Thiamin, Riboflavin. Vitamin Bs. Folic Acid, Vitannin D, Vitamin B12. 



Total Calories 1600. 100 calories (30g) serving of Healthy Living Bran 
Ralces typically contains at least 30% of the recommended daily 
allowance of Vitamin D, Thiamin (Bi), Riboflavin (Ba). Niacin. Vitamin Be. 
Folic Add, Vitamin Bi2. Pantothenic Add and Iron. • - v'V'--'.' 







100 


-calories 






(30g/1oz) 


serving 






virith 50 


calories 






(106ml) 


semi- 


Typical 




skimmed 


milk 


Composition 


100 calories provide 


provides- 




Weight 


30g Energy 


632kJ 




Weight 




ISOkcar 




Protein 


3g 


6.5g 




Carbohydrate 


20.1g 


25.4g 




of which sugars 


5.29 


10.4g 




Fat 


0.72g 


2-4g* , 




of which saturates 


0.2g 


1.3g ••^*»*-^. 




Rbre** 


4^g 


4^g 




Sodium .. . 


O^g 


O^g . 




Vitamlnes/Minerals 








Vitamin D 


1.5|ig(30%RpA) 


1^ Mfi!'(30%RDAX 


Thiamin (Bi) 


0.4mg (30% RDA) 


0.5mg (34% RDA) 


Riboflavin (B2) 


O^mg (30% RDA) 


0.7mg (44% RDA) 


Niacin 


5.4mg (30% RDA) 


6.3mg (35% RDA) 


Vitamin Be 


0.6mg (30% RDA) 


0.7mg (34% RDA) 


Folic Add 


120.0|i(9 (60% RDA) 


126.3ijg (63% tlDA) 


Vitamin 812 


0.3|ig(30% RDA) 


0.7ug X72% RDA) 


Pantothenic 






Acid 


1.8mg (30% RDA) 


2.lmg^(3,6%.RDA) 


Iron 


4.2mg(30%RDA) 


4.3mg(30%RDA) 



RDA = Recommended Daily Allowance 

This pack contains 16 100 calories servings. 

A serving of 100 calories (30g) contains the equivalent of 

approx. 0.7g of salt 

* Calories/Fat per serving with whole milk: 200kcal/5.6g , 
Calories/Fat per serving with skimmed milk: 150kcal/0.8g,^^',/ 
** Fibre has been determined by AOAC analysis. 



Guideline daily amounts 



I Each day Women Men Per serving 

Calories 2000 . 2500 .150 



Fat - 70.0g ^ 95.0g 2'.5g. . 

Salt 5.0g ' 7.0g 0.7g 

These figures are for average adults of normal weight. 
Your own requirements will very v«th age, size and acthn^ level. 
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I 



per serving 
2 1/2* 



Ascalculatad'byTesco * 
using infonnatlon published ty 
Weight Watchers IntI Inc. for consumer 
information only. This product is not 
endorsed or sponsored by Weight 
Watdiers Infl Ina. the owner of the 
Points® trademark. 

* using semlrskimmed milk 



o ©tell© to Q ©oralt <£ii^ 1^1^^ 
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Figure 19: Tesco, Bran Flakes Healthy Living , Option 4 - Information Is stated per 1 00 
caloric of produrt (which equals one serving and per 1 GO calories of product with 50 calories 
of semi-skimmed milk. Total content is changed in order to make it a multiple of 100 calories, 
the recommended serving size. 

Option 4 is the same as option 2, except tliat Information is stated relative to 100 
calories ratiier than relative to 1 CENTICAL. 



Example No. 4: Kraft FcxDd's Breyers yosurt - Creme Savers 
Raspberries & Creme Swirled Yosurt 
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The Creme Savers Raspberries & Creme Swirled Yogurt 
container contains 227g of product, defined as one serving. 
Figure 20 sho\A^ the information copied from the current 
product labeling. The current labels state the total weight of 
the package and the macro and micronutrient content per 
container^ i.e. serving. 




N u t r i t 1 o 


n F 


acts 


Serving Size 227g 






Servfnas oer oackaae 1 






Amount Per Serving 


Calories 230 




Calories from Fat 25 


% Dally Value* 


Total Fat 3g 




5% 


Saturated Fat 2g 




10% 


Cholestrol 25mg 




8% 


Sodtum 230mg 




10% * ' !* 


Potassium 320mc} 




9% 


Total Carbohydrate 44g 




15% 


Dietary Rber Oa 




0% 


Suqars 36g 


Proteins 7g 


Vitamin A 0% 




• Vitamin C 0% . 


Calcium 20% 




♦ Iron 0% 


* Percent Dally values 


are base 


d on 2,000 calorie diet 


Your daily values may be higher or lower depending on 


your calorie needs: 








Calories: 


2.000 2.500 


Total Fat 


Less Than 65g 80g 


Sat Fat 


Less Than 20g 2Sg 


Cholesterol 


Less Than 300mg SOOmg 


Sodium 


Less Than 2,400mg 2,400mg 


Total Carbohydrates 




300g 375g 


Fiber 




25g 30g 



Figure 20: Creme Savers Raspberries & Creme Swirled YoguF£> current label 

Since caloric content of a serving^container is not a rtiultlple of 100 or 50 calories, 
the product does not fit as is into the CENTICAL method. Labeling, however, can 



be made calorie-based even without changing the product Figures 21-24 show 
calorie-focused labels that can be used with the original product Options 25-26 
show calorie-focused labels used with a version of the product adapted for use 
within the CENTICAL method. Options 27-28 show carbohydrate-focused labels 
that address ttie needs of consumers whose primary nutritional goal is to reduce 
total carbohydrate consumption, /.e., consumers who define a daily carbohydrate 
budget rather than a daily caloric budget 
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N u t r 1 t i o 


n Facts 




Total Catories 230 












Amount Per Portion 


* »: 




WeJpht227a 


Calories from Fa? 25" * * 




% Dally Valuers 




Total Fat 3a 


6% 




Saturated Fat 2q 


10% 




Cholestrol 25ma 


8% 




Sodium 230ma 


10% 




Potassium 320mg 


9% 




Total Carbohydrate 44a 


15% 




Dietary Fiber Og 


0% 




Sugars 36g 




Vitamin A 0% 


• Vitamin C 0% 




Calcium 20% 


♦ Iron 0% 




* Percent Daily values ai 


re bas^d on 2,000 




calorie diet Your daily values may be higher 




or lower depending on your calorie needs: 






Calories: 2.000 


2.500 


Total Fat 


Less Than 65g 


80g 


Sat Fat 


Less Than 20g 


25g 


Cholesterol 


Less Than 300mg 


-300mg 


8<»dlum 


Less Than 2^0mg 


2,400mg 


Total Carbohydrates 


300g 


ZJSg 


Fiber 


25g 


• 30g 



Front of package markings: 

1230 caloriesi 



Figure 21 : Creme Savers Raspberries & Creme Swiried Yogurt, Option 1 - infonnation stated 
per serving (Le. total container), which is defined in calories! 

As in the original label option 1 states the macro and micronutrient content per 
container (i.e., serving). But whereas the original label' defined the content of the 
container in weight units, option 1 defines It in calories. Caloric content here is 
the leading message. Total weight is given per total calories, as opposed to the 
other way around in the original label. 



N u t r i t i o 


n F 


acts 


Total Calories 230 






Portions per package 1 










No. of 100 Calorie Units 


Amount Per 100 Calories 


In package: 2.3 • 


WelQhtOOa 




Calories from Fat l 1 


% Dally Value* 


Total Fat 1.3a 




2% 


Saturated Fat 0.9a 




4% 


Chotestrol 10.9nna 




3% 


Sodium lOOmg 




4% 


Potassium 139mg 




4% - 


Total Carbohydrate 4.5g 




7% 


Dietary RberOg 0% . . . 


Susars 16g 


Proteins 7q 


Vitamin A 0% 




* Vitamin C0% * ' - 


Calcium 9% 




*lronO% ^ « . 


* Percent Dally values ar 


e tiased on 2,000 


calorie diet Your daily values may be higher ... 


or lower depending on your calorie needs: 




Calories: 


2,000 2«500- 


Total Fat 


Less Than 65g 80g ' 


Sat Fat 


Less Than 20g 25g 


Cholesterol 


Less Than 300mg 300mg 


Sodium 


Less Than 2,400mg 2,400mg 


Total Carbohydrates 




300g 375g 


Fiber 




25g 30g 



Front of package markings: 



230 calories 



Figure 22: Cre'me Savers Raspberries & Creme SwIried Yoguill^ Option 2 - information stated 
per 100 calories. . . 

As in option 1, option 2 states the total content of the container in calories. But 
rather than stating the macro and micronutrient content per container, option 2 
states the information per 1 00 calories. This makes It easier to compare the 
benefits of 100 calories of product to the benefits :Of 100 calories of another 
different food (whether within the same food group/category or in different food 
groups/categories). 
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Nutrition 

Total CENTICALs 2.3 
CENTlCALs Per Portion 2.3 



Facts 



Amount Per Portion 


Weiaht227g 




CENTICALs from Fat 0.25 


%DaIlv Value* 


Total Fat 3a 




5%. 


Saturated Fat 2a 




10% 


Cholestrol 25fno 




6% 


Sodium 230mg 




10% 


Potassium 320mg 




9% 


Total Carbohydrate 44a 




15% 


Dtetarv Fiber Oa 




0% 


Sugars 36g , 




Vitamin A 0% 




• Vitamin C 0% 


Calcium 20% 




• Iron 0% 


* Percent Daily values are liased on 20 




CENTICALs diet. Your dally values may be higher 


or lower depending on your calorie needs: 




CENTICALs: 


20 25 


Total Fat 


Less Than 


65g ' aog 


Sat Fat 


Less Than 


20g -25g 


Cholesterol ' 


Less Than 


aoomg 300mg 


Sodium 


Less Than 


2,400mg 2,400mg 


Total Carbohydrates 




300g 375g 


Fiber 




25g 30g 



Front of package markings: 



2.3 CENTICALs 



Figure 23: Creme Savers Raspberries & Creme Swiried Yogurt, Option 3: information stated 
per portion, defined in CENTtCAL units. 

As in the ori^nal label, the macro and micronutrient content are stated per 
portion (container). However> the size of the portion is defined in CENTICAL 
units, and daily values are also given relative to different daily CENTICAL budgets. 
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Nutrition F 


acts . . 


Total CENTICALs 2.3 




CENTICAU Per Portion 2.3 




Amount Per CENTICAL 


WelQht 99g 


Calories from Fat 1 1 


% Dally Value* 


Total Fat 1.3q 


2% 


Saturated Fat 0.9a 


4% 


Cholestrol 10.9ma 


3% 


Sodium 100mg 


4% 


Potassium 139mg 


4% 


Total Carbohydrate 4.5{] 


7% 


DIetarv Rber Oa 


0% 


Sugars 16g 


Proteins 7a 


Vitamin A 0% 


* Vitamin C0% 


Calcium 9% 


*lronO% 


* Percent Dally values are tiased on 20 


CENTICALs diet Your dally values may be higher 


or lower depending on your calorie needs: 


Centlcals: 


20 25 


Total Fat Less Than 


65g 80g 


Sat Fat Less Than 


200 25g 


Cholesterol Less Than 


300mg 300mg 


Sodium Less Than 


2,400mg 2,40.0mg 


Total 




Carbohydrates 


300g 375g 


Fiber 


25g .30g— 



Front of package markings: 

12,3 CENTICALs 



Figure 24: Creme Savers Raspberries & Creme Swirled Yogurt Option 4 - Information stated 
per CENTICAL of product 

As in option 2, information is stated not relative to the entire container, but 
relative to a caloric unit, here - the CENTICAL. Total content is also stated in 
CENTICAL units and dally values are stated relative to dally CENTICAL budgets. 



Nutrition F 


acts 




Total CENTICALs: 2 








Amount Per Portion 


Weight 197g 




Calories from Fat 22 


%Dailv Value* 


Total Fat 3a 




5% 




Saturated Fat 2q 




10% 




Cholestrol 22mg 




7% 




Sodium 203mg 




9% "L 




Potassium 282ma 




8% 




Total CartMshvdrate 39a 




13% 




Dietary Rber Oq 




0% 




Sugars 32g 


Proteins 6g 


Vitamin A 0% 




• Vitamin C0% 




Calcium 18% 




♦ Iron 0% 




* Percent Daily values 


are liased o 


n20 




CENTICALs diet. Your daily values may be higher 




or lower depending on your calorie needs: 






Centleals: 


20 


25 


Total Fat 


Less Than 


65g 


80g 


Sat Fat 


Less Than 


20g 


25g 


Cholesterol 


l^ss Than 


300mg 


300mg 


Sodium 


lless Than 


2,400mg 


2.400mg 


Total 






375g 


Carbohydrates 




300g 


Fiber 




25g 


30g 



Front of package markings: 



2 CENTICALs 



Figure 25: Creme Savers Raspberries & Creme Swirled Yogurtr Option 5 — Information is 
stated per portion, which is defmed in CEIMTICAL units. Total content is changed in order to 
make it a multiple of CENTICALs. 

As in option 3, macro and micronutrient content .are . stated per portion 
(container), which is defined in CENTICAL units. Daily values, are also given 
relative to different daily CENTICAL budgets. However, in option 5 the total 
content of the package is reduced by 13% to make it a multiple of CENTICALs. 
This altered product conforms to the preferred embodiment of the CENTICAL 
method — fitting into a line of products such that their total contents and/or the 
basic portions are multiples of CENTICALs or half CtNTIGALs. 



N u t r i t i o 


n F a 


c t s . 


Total Calories 200 




'kc-. .: ■ ■ : •■■ 

■ . n."! . 5 . . . 


Amount Per Portion 






Weight 197fl 




Calories from Fat 22 


% Dally Value* • 


Total Fat 3g 




5%... 


Saturated Fat 2a 




10%' 


Cholestrol 22ma 




7% 


Sodium 203ma 




9% 


Potassium 282mg 




8% 


Total Carbohydrate 39g 




13% 


Dietary Fiber Og 




0% 


Sugars 32g 


Proteins 6a 


Vitamin A 0% 




♦ Vitamin C 0% 


Calcium 18% 




♦ iron 0% 


* Percent Daily values are based on 2,000 


Calorie diet. Your dally values may be higher 


or lower depending on your calorie needs: 




Calories: 


2.000 2.500 


Total Fat 


Less Than 


65g 80g 


Sat Fat . 


.Less Than 


20g ...25g ........ . 


Cholesterol 


L^ss Than 


300mg 3'6orng 


Sodium 


Less Than 


2,4pOmg , 2,400mg 


Total Carbohydrates 




300g /^75g.''' 


Fiber 




25g 3bg 



Front of package markings: 



200 calorie 



Figure 26: Creme Savers Raspberries & Creme Swirled YogiirtJ'.0|>tion.6.— Information Is 
stated per portion, which is defined In caloric units. Total content is changed In order to make 
it a multiple of 1 00 calories. £ . . f 

Option 6 Is the same as option 5, except that caloric content is stated In calories 
rather than CENTICALs. 



* 
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Nutrition F 


acts 


Total Carbs: 44g 




Servmos oer oackaoe 1 




Amount Per Servino 


Weialit227g 




Calories 230 


Catortes from Fat 25 


% Daily Valued • 


Total Fat 3a 


5% 


Saturated Fat 2a 


10% . 


Cholestrol 25ma 


8% .. 


Sodium 230fnq 


10% 


Potassium 320mg 


9% 


Total Cartiohvdrate 44q 


15% 


Dietary Fiber Oo 


0% 


Suaars 36g 


Proteins 7a 


Vitamin A 0% 


* Vitamin C0% 


Calcium 20% 


« Iron 0% 


* Percent Daily values are based 


onXg 


CARBS diet Your dally yalues may be higher 


or lower depending on your carbohydrate limit: 


Carbs: 


X Y 


Total Fat Less Than 


To be defined ' 


Sat Fat Less Than 


To be defined 


Cholesterol Less Tlian 


To be defined 


Sodium Less Than 


To be defined 


Total Calories 


To be defined 


Fiber 


To be defined 



Front of padcage markings: 

44g Carbsl 



Figure 27: Creme Savers Raspberries & Creme Swirled Yogurty Option 7 - .Information is 
stated per container, which is defined terms of its carbohydrater GOjjtents. ; * 

Option 7 stresses carbohydrate content, stating nutritional Information relative to 
the portion/package, whose content is defined in t^rms of carbohydrate contents 
(44g). This label caters to the needs of subjects whose primary putritional goal is 
to limit carbohydrate consumption. It is assumed here that recommended daily 
values will be- defined relative to different carbohydrate budgets. 



Nutrition F 


acts 


Total Carbs: 40g 




Servings per package 1 




Amount Per Serving . . i 


Wefoht 206a 


Calories 209 


Calories from Fat 23*. ' 


% Daily Value* 


Total Fat 3a 


5% 


Saturated Fat 2a 


' 9% 


Chofestroi 23ma 


7% 


Sodium 209mg 


9% 


Potassium 291 mg 


9% 


Total Carbohydrate 40g 


15% 


Dfetan/ Fiber Oa 


0% 


Sugars 33g 


Proteins 6g 


Vitamin A 0% 


* Vitamin C 0% 


Calcium 18% 


* Iron 0% 


* Percent Daily values are based 


on X 


CARBs diet. Your dally values may be higher 


or lower depending on your carbohydrate limit: 


Carbs: 


X Y 


Total Fat Less Than 


To be defined 


Sat Fat Less Than 


To be defined 


Cholesterol Less Than 


To be defined 


Sodium Less Than 


To be defined ^ . ^ ... 


Total Calories 


To be definedl^. \^ . 


Fiber 


To be defined 

.... . — . 



Front of paclcage martdngs: 

40g Carb^ 



Figure 28: Creme Savers Raspberries & Creme Swirled YoguVt/ Option a — information is 
stated per container, which is defined terms of Its carbohydrate contents. Total content is 
modified to make it a multiple of 1 0g carbohydrates. 

As In option* 7, option 8 is focused on carbohydrates. The difference is that the 
total content of the container is reduced by 9% to make it a multiple of lOg 
carbohydrates. This will allow the product to be used within an embodiment of 
the CENTICAL method in which foods are sold in pablcages and/or portions that 
contain a multiple of predetermined carbohydrates content (e.g. lOg,)- In this 
respect, option 8 is similar to options 5 and 6 - in all these options the total 
package content is modified to make it a multiple of a chosen base nutritional 
content unit (1 CENTICAL in option 5, 100 calories in option 6, lOg of 
carbohydrates in option 8), intended to be one of a line of products likewise 
provided in multiples of the chosen nutritional unit. 



Bomple No. 5: California Pizza Kitchen ^ Five Cheese & Tomato Pizza 
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The California Pizza Kitchen Five Cheese & Tomato Pizza 
padcage contains 6 servings of 1 29g each. 



N u t r r t i 


o n 


Facts 


Serving Size 129g 






Servings per padcage 6 




Amount Per Serving 


Calories 


350 


Calories from Fat 140 


% Daily Value* 


Total Fat 


15g 


23% 


Saturated Fat 


8a 


40% 


Cholestrol 


35mg 


12% 


Sodium 


770mg 


32% 


Total Carbohydrate 


359 


12% 


Dietary Fiber 


2g 




Sugars 






Protein 


18g 




Vitamin A 


6% 


* Vitamin C 0% 


Calcium 


35% 


* Iron 8% 


* Percent Daily values are based on 2,000 calorie diet 
Your daily values may be higher or lower depending on 
your calorie needs: 




Calories: 2.000 2.500 


Total Fat 


Les 


ss Than 85g 80g 


Sat Fat 


Less Than 20g 25g 


Cholesterol 


Lass Than 300mg 300mg 


Sodium 

Total Carbohydrates 
Rber 


Les 


IB Than 2.400mg 2.400mg 
300g 375g ' 
25g 30g 




Figure 29: California Pizza Kitchen Five Cheese & Tomato Pizza - information copied from 
original label. 

Information on the original label is stated per portion. Our assumption is that 
portions are clearly marked on the. product itself, and their size is stated in terms 
of weight. 

Since both the individual portions and the total container contain a multiple of 50 
calories, the product fits as is into the CENTICAL method. 



i 



Nutrition 

Total Calories 2.100 
Calories Per Portion 350 



Facts 

Calories from fiat per portion: 140 



Amount Per Portion 




Portions oer Package 6 


Welaht 


129a 






% Dally Value* 


Total Fat 


159 




23% 


Saturated Fat 


8q 




40% ^ 


Cholestrol 


35 mg 




12% 


Sodium 


770ma 




32% * 


Total Cart)ohydrate 


35g 




12% 


Dietary Fiber 


2q 






Sugars 


7q 






Protein 


18g 






Vitamin A 


6% 


♦Vitamin C 


0% 


Calcium 


35% 


*lron 


8% 


* Percent Daily values are liased on 2»000 calorie diet Your dally 
values may be higher or lower depending on your calorie needs: 




Calories: 2.000 


2.500 



Total Fat 
Sat Fat 
Cholesterol 
Sodium 

Total Cart>ohydrates 
Fiber 



Less Than 
Less Than 
Less Than 
Less Than 



65g 
20g 
300mg 
2.400mg 



80g 
25g 
300mg 
' 2.400mg 
375g 



Front of package markings: 



2100 calories 



Or 



6x350 calories 



(assuming portions 
cleariy marked on the pi: 



are 
) 



Figure 30: California Pizza Kitchen Five Cheese & Tomato P^zza, Option 1 : Information stated 
per portion, defined in terms of its caloric content 

As In the original label, information in option 1 is stated per portion, but the size 
of the portions is stated in terms of their caloric content. The leading message in 
the label is caloric - weight is stated per calorically-defined portion rather than the 
other way around. 



N u t r i t i 


o n 


Facts 


Total Calories 2.100 






Calories Per Portion 350 


Calories from Fat 140 


Amount Per 100 Calories 


100 Calorie Units in Portion: 3.5 


Wetaht 


37a 




% Dally Value* . . 


Total Fat 


4,3fl 


6.5% 


Saturated Fat 


2.3g 


11.5% 


Cholestrol 


10mg 


3.5% • • 


Sodium 


220mg 


9.0% 


Total Carbohydrate 


10g 


. 3.5% 


Dietary Fiber 


0.6g 




Sugars 


2g 




Protein 


5.1g 




Vitamin A 


1.7% 


* Vitamin C 0% 


Calcium 


10% 


" Iron 2.3% 


* Percent Dally values are 


based on 2,000 calorie diet Your dally 


values may be higher or lower depending on your calorie needs: 




Calories: 2,000 2.500 


Total Fat 


Less Than 65g SOg 


Sat Fat 


Less Than 20g 25g 


Cholesterol 


. Less Than 300mg 300mg 


Sodium 


U 


)ss Than 2t400mg 2,400mg 


Total Carbohydrates 


300g 375g 


Fiber 




25g 30g 



Front of package 
markings: 



12100 calories 



Or 



6x350 calories 



(assuming portions are 
clearly marked on the 
pizza) 



Figure 31 : California Pizza Kitchen Rve Cheese & Tomato R|zza, Option 2: Information stated 
per 100 calories of product 

Option 2 states macro and mfcronutrient content and weight per 1 00 calories of 
product rather than per portion. This facilitates a comparison of the benefits of the 
product with the benefits of the same number of calories obtained from a 
different food (whether within the same food group/cat^ory or in different food 
groups/categories). *' . . 



Nutrition Facts 

CEismCALs from Fat 



Total CENTICALs 21 
CE^mCALs Per Portion 3.5 



SSL 



•^1 4 -I 
portion:* 1.4 



Amount Per Portion 



Portions per Package 6 



Weight 



129g 



% Pally Value* 



Total Fat 



JSg. 



23% 



Saturated Fat 



40% 



Choiestrol 



35mg 



12% 



Sodium 



770mg 



32% 



Total Carbohydrate 35g 



12% 



Dietary Fiber 



Jr. 



Protein 



Vitamin A 6% 


* Vitamin C 


0% 


Caldum 35% 


•Iron 




8% 


* Percent Dally values are liased on 20 CENTICAL diet Your daily 
values may be higher or lower depending on your calorie needs: 




CENTICALs: 


20 


25 


Total Fat 


Less Than 


65g 


80g 


Sat Fat 


Less Than 


20g 




Cholesterol 


Less Than 


300mg 


306mg 


Sodium 

Total Carisohydratas 


Less Than 


2«400mg 
300g 


. 2,4p0mg ^ 

*'37Sg"* ' * 


Fiber 




25g 


3qg 

i - * *. 
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Front package markings: 



21 CENTICALs 



Or 



6x3.5 



iCENTICALsl 



(assuming portions are 
cleaily marked on the 
pl2za) 



Figure 32: California Pizza Kitchen Five Cheese & Tomato PlztSi, Option 3: Information stated 
per portion^ defined in terms of its CENTICAL content • • 

Option 3 is the same as option 1 , except that portion size is defined in CENTICAL 
units rather than calories. The leading message, therefore, has a CENTICAL focus. 



Nutrition Facts 

Total CENTICALs (100 calorie units) 21 

CENTICALs from fat per portion: 1.4 
CENTICALs Per Portion 3.5 CENTICAU from Fat per CEIMTICAL: 0.39 



Amount Per CENTICAL 




• 


Weight 


37q 










% Daily Value* 




Total Fat 


4.3g 




6.5% 


Saturated Fat 


2.3g 




11.5% 


Cholestrol 


lOmg 




3.5% 


Sodium 220mg 






9.0% 


Total Carbohydrate 


lOg 




3.5% 


Dietary Fiber 


0.6g 






Sugars 


2a 






Protein 


5.lg 






Vitamin A 


1.7% 


* Vitamin C 


0% 


Calcium 


10% 


• Iron 2.3% 


2.3^ 



* Percent Dally values are based on 20 CENTICAL diet Your dally 
values may be higher or lower depending on your catorle needs: 





CENTICALs: 


20 


25 


Total Fat 


Less Than 


65g 


80g 


Sat Fat 


Less Than 


20g 


25g 


Cholesterol 


Less Than 


300mg 


300mg 


Sodium 


Less Than 


2,400mg 


2,400mg 


Total Carbohydrates 




300g 


375g 


Fiber 









Front of 
markings: 



package 



121 CENTICAl^ 



Or 



|6x3,5l 

CENTICAL^ 



(assuming portions 
are clearly marked on 
the pizza) 



Figure 33: California Pizza Kitchen Five Cheese & Tomato Pizza, Option 4: Information stated 
per CENTICAL of product 

Option 4 is the same as option 2, except that it states macro and micronutrient 
content and wei^t per CENTICAL of product rathei than per 100 calories. The 
leading message therefore has a CENTICAL focus and the label facilitates 
comparison of benefits of one CENTICAL of the product with the benefits of one 
CENTICAL quantities of other foods. 



N u t r i t i 


o n F 


acts 








Total Calorias 2.100 












Calories Per Portion 350 




Calories from Fat/portion: 140 


Portions per Package 6 




Calories from Fat/1 OOCals: 40 


Ainount 


Per Portion 


Per 1 00 Calories Per Portion 


Per 100 calories 


Weight 


129g 


37g 








Price 




$0.2 














% Dally Value* 




Total Fat 


15g 


4.3g 




23% 


6.5% 


Saturated Fat 


8g 


2.3g 




40% 


11.5% 


Cholestrol 


35mg 


lOmg 




12% 


3.5% 


Sodium 


770mg 


220mg 




32% 


9.0% 


Total carbohydrate 


35g 


10g 




12% 


3.5% 


Dietary Fiber 


2g 


0.6g 








Sugars 


7g 


2g 








Protein 


18g 


5.1g 








Vitamin A 


6% 


1.7% 


* Vitamin C 


0% 


0% 


Calcium 


35% 


10% 


•Iron 


8% 


2.3% 


* Percent Daily values are based on 2,000 calorie diet Your dally values may be higlier or 


lower depending on your calorie needs: 










Calories: 


2,000 




2«S00 


Total Fat 


Less Than 


65g : • 




80g 


Sat Fat 


Less Than 


20g • 




25g 


Cholesterol 


Les 


sThan 


300mg 




300mg 


Sodium 


Les 


sThan 


2,400mg 




2,400mg 


Total Carbohydrates 






300g 




375g 


Fiber 










. 30g 



Figure 34: California Pizza Kitchen Five Cheese & Tomato P/qZci,, Pption 5: information stated 
per portion defined in calories and per 100 calories of product ' 



Option 5 essentially combines optipns 1 and 2. It states macro and micronutrient 
content per portion defined in terms of caloric content and per 100 calories. Price 
and weight are also stated per 100 calories. 



N u t r i t i 


o n F 


acts 








Total CENTICALs 21 












CENTICALs Per Portion 3.5 




CENTICALs from Fat/portion: 1.4 


Portions per Package 6 




CENTICALs from Fat/CENTICAL: 0.4 


Amount 


Per Portion 


Per CENTICAL 


Per Portion 


Per CENTICAL 


Weight 


129g 


37g 








Price 




$0.2 














% Dally Value* 




Total Fat 


ISg 

8g 


4.3g 




23% 


6.5% 


Saturated Fat 


2.3g 




40% 


11.5% 


Cholestrol 


3Smg 


*10mg 




'12% 


3.5% 


Sodium 


TTOmg 


220mg 




32% 


9.0% 


Total carbohydrate 


35g 


10g 




12% 


3.5% 


Dietary Rber 


2g 


0.6g 








Sugars 


7g 


2g 








Protein 


18g 


5.1 g 






0% 


Vitamin A 


6% 


1.7% 


* Vitamin C 


0% 


Caldum 


35% 


10% 


♦ Iron 


8% 


2.3% 


* Percent Dally values are based on a 20 CENTICAL diet Your daily values may be higher or 


lower depending on 


your calorte needs: 










CENTICALS: 


20 




25 


Total Fat 


Less Than 


65g 




aog 


Sat Fat 


Lej 


sa Than 


20g 




25g 


Cholesterol 


Less Than 


300mg. . . 




300mg 


Sodium 


Less Than 


2g400mg 




2/IOOmg 


Total Carbohydrates 




300g 




375g 


Fiber 










30g 



Figure 35: California Pizza Kitchen Five Cheese & Tomato Bizzfi>,Pptlon 6: Inforrnation stated 
per portion defined In CENTICALs and per 1 CENTICAL of product 



Option 6 is the same as option 5, except that caloric values are stated In 
CENTICALs rather than in calories. 



APPENDIX 3: CALORIE-FOCUSED DEVICES 



This section describes possible adaptations of various devices used at points of food 
making, proc^ing and sale to a calorie-focused system (see Creating die 
Infrastructure for a Calorie-Focused System, page 1 9, for an overview). 

Calorie scales are not a new concept The DigfWeigh DW'99DK, for example, accepts 
the food type as input, weighs the food 
portion and displays various data about 
the portion's macro and mioronutrient 
content — Kilocalories, Kilojoules, Protein 
value. Fat value. Carbohydrate, 
Cholesterol value and Bread value (1 
BE=10g carbohydrate). The device is 
intended for home use, for the 1 g - 3 kg 
range, and has an internal database of 
476 different kinds of food^. It is not 
difRcult to imagine variants of this device 
intended for use at points of food sale, Integrated with the store's ERP to provide data 
for the entire range of relevant products. 

Calorie scales will have many uses in a supermarket offering CENTICAL^ products 
and calorie-focused information. For example, such scales, integrated with the store's 
ERP, will provide a tool for portion control, allowing consumers to measure out 
portions of bulk foods, fruit and vegetables in caloric units; Just as today consumers 
use self service scales at the supermarket to weigh the- fruit and vegetables they buy, 
consumers will be able to use self service calorie scales to determine the caloric 
content of these same foods. Just as reaching a prjedetermined weight currentiy 
requires trial and error, so will reaching the determined caloric content — a 
consumer wishing to buy 900 calories of peaches, for example, may have to add or 
remove peaches of different sizes untjil the desired portion size is reached. 

Whereas simple calorie scales are not new, we are prbposing new calorie-focused 
devices that integrate caloric information into scales with more complex functions, 
such as automatic portioning devices, price-computing scales and weigh-price 
labelers. Examples of existing devices and their proposed calorie-focused variants 
follow. 




CAS AP'1 is a standalone price computing scale, 
with an internal database of 200 products. The 
device displays the portion weight and price per 
unit and total price, and can add and total the 
price of multiple items^. 

Calorie-focused variants wilt display the total price 
and weight (optional) of the food portion and any 
subset of the following: calories per 
predetermined weight, weight per predetermined 
calories (preferably per 100 calories), nutrients 
content per predetermined calories,, calories per predetermined price, price per 
predetermined . calories (preferably per 100 calories), or total calories. Total calories 
may optionally be rounded, according to the relevant local laws. 

Fig. 36 shows the current display for a 1 50 g portion of smoked salmon. Figs- 37- 
43 show^ome of the possible calorie-focused display options described above: 
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Weight 


152 R 


Price/1 OOr 


$2 


Total Price 


$3 


Figure 36: Current display ^ 


Weieht/lOO calories 1 57.25 g 





- .......J 


Total calories 


262 


If -\ ji 


1 Total Price 


i$3 1 


Figure 37: Welght/100 calories, total calgries, total price 


1 Calories/1 00k 


174 


L 


L_ 1 


Total calories (rounded) 


270 


1 :: . 


1 - _ 


Total Price 


$3 



Rgure 38: calories/1 OOgr total calories (rounded), total price. 



Note that in Rg. 38 total calories are rounded up from 262 to 270, according to the 
relevant American regulations. Regulations pertaining to calorie rounding may vary 
from country to country. 



I Price/1 00 calories | $0.76 ; ^^^IH 

\ Total calories | 262 I 

^talPric^^^^^lS^^^^^^^^^^ 

Figure 39: Price/100 calories, total calories, total price 




1 Total Price I $3 | 

Figure 40: Price/100 calories, total calories (rounded), total price 

Note that the total calories are rounded up from 262 to 270, according to the 
relevant American regulations, but total price is calculated on the basis of the non- 
rounded total caloric content < . • ' .. 



1 Price/CENTICAL 


1 $0.76 


1 


j 


1 




[Total CENTICALs (rounded) 


1 2.70 







1 ■;: : 


1 


1 Total Price 


1 $3 


1 



Figure 41: Price/CENTICAL, total CENTICAU (rounded), total price 

Figure 41 is the same as Fig. 40, except that CENTICAL units are used instead of 
calories. 




Figure 42: Calorie5/$1, total calories, total price 



I 



1 




Total calories (rounded) 



87.33 



270 
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Figure 43: Ca]orie$/$1, total calories (rounded), total price 

As in Fig. 41 , total calories are rounded up from 262 to 270, according to the relevant 
American regulations, but total price is calculated on the basis of the non-rounded 
total caloric content ^ 

The METJIER TOLEDO 84S0SS is a. full featured self- 
service scale that prints graphics, safe handling 
instructions, and nutrition facts labels. The Model 8450 
uses Ethernet TCP/IP to connect to the existing network 
and has a four-line display^**. Calorie-focused variants 
according to the present invention will be able to 
access a variet/ of calorie-focused parameters through 
the store's ERP, to use these parameters in calculations 
and produce labels. According to the present Invention 
calorie-focused variants of this device may display and 
print the total price of the food portion, its weight 
(optional) and any subset of the following: weight, 
calories per predetermined weight, weight per 
predetermined calories (preferably per 100 calories), 
nutrient content per predetermined calories (preferably 

per 100 calories), calories per predetemiined price, price per predetermined calories 
(preferably per 100 calories), or total calories. Total calories may optionally be 
rounded, according to the relevant local laws. In addition to or instead of current 
parameters, the nutrition facts label may state information relative to a caloric 
reference unit (see "CENTICAL^*^ as- Reference Unit for Food-Related Information," 
page 15 and Appendix 2). Figures ??? show some of the possible calorie-focused 
labels a calorie-focused variant of the METTLER TOLEDO 8450SS may print: 




8490R8yfeaonS 

Arovfiytfas tanwt 
iQCtto-tai* oQononila 
hsytooctd fioatures 
4SprosB > toys. W hen 
keys Ota p re ssadi tnvno> 
<liate beepef (oodback 
makes H cosy Id USB. 
Tha scQtebeasyft) 
cIbqh uitfi) soap and 




METTLER TOLEDO 8450SS 



SMOKED SAUMON ^ 




DEC.7.04 JAN.7.05 150 57 
PArifFTkAM 1 SELLBV 1 NETWT.CR 1 CR/1 00 CALORIES _ 


262 
TOTAL CALORIES 


$3 

TOTAL PRICE 


i4ANUFACWRBt'5 NAME 

MANUFACWRER'S ADDRESS 



Figure 44: Weight, weight per predetermined number of calories (preferably 100 calories, as 
shown here), total calories, total price 



' SMOKED SALMON 

DB:.7.04 JAN.7.05 TsO | 57 

PACKED ON I SELL BY I NETWT.CR I CR/ 1 CO CALORIES ^^ffl 

AtAfiUFACWa£R*SUAME 
MANUFACTURER 'S ADDRESS 

Figure 45: Weight, weight per predetermined number of calories (preferably 100 calories^ as 
shown here), rounded total caloric, total price 



S3 

TOTAL PRICE 



_^ SMOKED SALMON 

DH:.7.04 JAN.7.0S ISO 57 H 

PACKED ON 1 SELL BY 1 WETWr.CR I CR/CENTICAt M 

MANUFACTURER 'S NAME 

MANUFACTURER'S ADDRESS 

Figure 46: Weight, weight per CENTICAL, total CENTICALs, total price 

Figure 46 is the same as Figure 44, except that the caloric reference is the CENTICAL. 



2.62 
OTAL CENTICALS 



S3. 
TOTAL PRICE 



SMOKED SALMON 


OEC.7.04 


JAN.7.0S 
1 SELLGY 


150 
1 NETWr.CR i 


2 174 
S/IOOCR 1 CALORIES/ lOOGR 


. . 252 


1 $3 


PACKED ON 


TOTAL CALORIES 


1 TOTAL PRICE 








MANUFACTURER'S NAME 












MANUFACTURER'S ADTXiESS 







Figure 47: Weight, price /weight unit (here 100 gr), calorl^/Welght unit (here 100 gr), total 
calories, total price 



SMOKED SALMON ^ 

DEC7.04 JAN.7.0S 150 0.76 57.2S $3 

PACKED ON I SELL BY I NETWT.CR I $/l 00 CALORIES I GR/100 C ALOniES |^HH1BHHM TOTAL PRICE 

MANUFACTURER'S NAME 

MAittJFACTURER'SM>DR&5 ' \ I 

Figure 48: Weight, price/predetermined calories (here 100 calories), weight/predetermined 
calories (here 100 calories), total calories, total price 



SMOKED SALMON 


DEC.7.04 


JAN.7.05 


150 


0.76 57.25 : 




PACKED ON 


1 SELL BY 


NETWT.CR 


SyCENTlCAL 1 CR/CENTICAL 


1 TOTAL CENTICALS EsSHElSai 








MANUFACTURER'S NAME 










MANUFACTURER 'S ADDRESS 





Figure 49: Weight, price/predetermined calories (here 1 CENTICAL), -weight/predetermined 
calories (here 1 CENTICAL), total CENTICALs, total price ' . . 



Figure 49 is the same as Figure 48^ except that the caloric referenra is the CENTICAL. 

. .ft. • • %• - • • 



SMOKED SALMON 


oec.7.04 


JAN.7.05 


143 
1 NETWT.CR 


0.76 57.25 . HI 




■ 


PACKED ON 


i SEU.BY 


$/100CALORIB 1 CR/IOOCALORIK ■!! 




1 TOTAL PRICE 








MANUFACTURER'S NAME 












MANUFACTURER'S /aiDRBS 







Figure 50: Weight price/predetermined calories (here 100), weight/predetermined calories 
(here 100), total calories, total price - product adapted to the CENTICAL^ method. 

Whereas Figures 44-49 show calorie-focused labels for non-CENTlCAL^^ products 
(r,e. products that do not contain a multiple of 100 or 50 calories). Fig. 50 shows a 
calorie-focused label for a product adapted to the CENTICAL^ method by chan^ng 
the arnount of product to 250 calories. 



SMOKED SALMON 



DEC7.04 JAN.7.05 143 0.76 57.25 *^^^^B[HH 

PACKED ON 1 SELL BY I NETWrr.CR I S/CENTICAL I Cai/CENT ICAL ■BMiaiitaW TOTAL PRICE 



MANUFACTURER 'SNAME 
MANUFACTURER'S ADDRESS . 



Figure 51: Weight, price/CENTICAL, weight/CEr^l.CAL,,^lot^L-.CENXICALs,. tota) price - 
product adapted to the CENTICAL^ method. 

Fig. 51 is the same as Fig. 50, except that the caloric reference unit is the CENTICAL. 



i 

SMOKED SALMON ^ 






DEC.7.04 JAN.7.05 143 0.76 57.25, 
PAricpnnM 1 SFiLmr 1 NETwr.CR 1 S/IOOCALORIB 1 CR/1 00 CALORIES 


250 
TOTAL CALORIES 


$1.9 
TOTAL PRICE 


MANUFACTURER'S NAME 
MANUFACTURBl'S ADDRESS 



Figure 52: Weight* pric^predetermined* calories (here 100), weiglit/predetermined calories 
(here 100), total calories, total price, CENTICAL^'^ indication In calories; product adapted to 
the CENTICAL^ method. 

Fig. 52 is the same as Fig. 51, except that a CENTICALT'^ indication in calorie units is 
attached, preferably in the form of a re-attachable sticker for documentation and 
tracking of calorie consumption. 



















• SMOKED SALMON ^ 




DEC.7.04 
PACKED ON 


JAN.7.05 
1 SOL BY 


143 
NETWr-GR 


S/CENTICAL 1 GR/CENTtCAL BB^BSiHSB 


$1.9 
1 TOTAL PRICE 


MAN!ffAC7VifER'SHAM£ 
MAkUFACnmBi*S ADDRESS - • 



Figure 53: Weight, price/CENTICAL, ' welght/CENnCAL"/ tdtal CENTICALs, total price, 
CENTICAL^ Indication In CENTICAL units; product adapted to the CENTICAL^ method. 



Fig- 53 is the same as Fig. 52, except that the caloric reference unit is the 
CENTICAL™. 

CAS LP-100a-A is a commercial scale-printer with Auto-PrintIng and "Save» Keys for 
Pre-Pack, and various data transfer capabilities: Scale to Scale PLU Data Transfer, 
Scale to PC & PC to Scale Data Transfer^\ Proposed calorie-focused variants will be 
allowing entry of caloric information (calories/I OOg, weight/predetermined calories — 

preferably 100 calories, price/predetermined 
calories — preferably 100 calories, ca!ories/$1) 
into the device's internal database. Th^e 
relevant caloric data nnay also be updated 
through the storeys ERP- 

The CAS LP-1000-A prints non-UPC labels, UPC 
with ingredient ' labels, non-UPC with safe 
handling informatibn, and UPC with safe 
handling information. Proposed calorie-focused 
variants will be able to display and/or print the 
total price of the food portion, its weight 
(optional) and any:* subset of the following: 
weight, calories per predetermined weight, 
weight per predelermihed calories (preferably 
per 100 calories), nutrient content per predetermined calories (preferably 100 
calories), calories per predetermined price, price per predetermined calories 
(preferably per 100 calories), or total calories. Total calprij^, may optionally be 
rounded, according to the relevant local taws. 




AVERY BERKEL 8806 Is a weigh-pnce-labeler for both 
industrial and rear-of-store packaging of a wide variety 



of fresh food products. 
Avery Berket has 
recently added a 
number of optional 
software feature to 
further enhance the 
functionality and 
performance of the 
machine^. 




Here too, calorie- AVERT BERKEL B806 

focused variant 

acxording to the present invention will be able to refer to caloric information in the 
device's database (internal or store's ERP) and print calorie-focused labels as 
described above. 



MEJTLER TOLEDO 662 is a manual prepackaging 
system integrated with scales and a printer. The user 
enters the Price Look Up (FLU) number, places the 
product on the platter (which doubles as the 
wrapping platform) and wraps and seals the 
product The label automatically prints and can 
then be applied to the package^^. Here too, calorie- 
focused variant according to the present invention 
will be able to refier to caloric information in the 
device's database Onternal or store'siERP) and print 
calorie-focused labeb as described above. 



METTLER TOLEDO 662 




BtZEBRA ASQO is slicing machine \vith an integrated scale. 
Various slicing programs ace* entered and accessed via a 
touch screen display. Directly after slicing, each individual 
slice is weighed and the slice thickness automatically 
adjusted. In this way, the integrated scale ensures 
consistently equal portions while slicing is in progress. Slice 
thickness: 0,5-30 mm (0.01 - 1.2")^^ Calorie-focused 
variants of the BIZEBRA A500 will allow input of desired 
slice size in caloric units, preferably in multiples of 100 or 
50 calories. The device will simply access a look up table In 



immmmm 




its Internal software or in the store's ERP and will convert the desired slice size from 
calories to weight and to thickness. This will allow CENTICAL-based portioning. The 
device's display may show total calorie content or other calorie-focused parameteis. 
Such calorie-focused integrated weigh-slice devices may be used for different types of 
products, including cheese, processed meats, bread and 
others. 



BIZEBRA BREAD SUCER BRS 38 is a precision bread slicer 
that offers a wide range of options to cut long or round 
breads (up to a diameter of 30 cm (1 1 •S'^ fast and precisely 
into slices of varying thicknesses (5 - 30 mm) simply set by 
pressing the +/- keys. As it is more flexible than gridset 

machines it is possible to cut 
the exact number of slices 
required by the customer: The 

Slicer cuts all kinds of breads {[especially hard and crusty 
breads) into individual slices of a required thickness. 
Three slice thicknesses may immediately be called up 
via the memory keys^« 




A calorie-focused variant of a bread slicer with a flexible 
thickness mechanism, according to the present 
invention, will allow calorie-based portioning. The device will accept the bread type 
and the desired slice size in calories as input, will refer to a look-up-table (in its 
internal software or in the store's ERP) to convert the required size to the appropriate 
slice thickness and slice the bread as requested. 



INTERMEC EasyCoder 3400 is a label, ticket and tag 
printer with worid-wtde langqage support and standard 
support of most 2D bar code symbologies and advanced 
operating modes for long-term flexibility. The Intermec 
3400 will print labels sized up to 11 .43 cm (4.5 in.) wide 
and any ienffh^K Calorie-focused printer variants 
according to the present Invention will print CENTICAL^*^ 
indications and/or calorie-focused .information on any 




type of label, ticket' or tag (see ''CENTICAL^ 
Indications," f>a]g6- 13, ^CENTICAL^'^ as 
Reference Unit for Food-Related Information," 
page 1 5 and Appefndbc *2). • * 

DETECTO 1051/1052 Mechanical Bakers 
Dough Scales are ru^ed, accurate scales 
designed speciflcally for the baker supplied with 



a set- of wei^ts. Used extensively in retail bakeri« as well as other food 
establishments, these models provide long-term, accurate use.^ Calorie-focused 
variants of product-specific mechanical scales will be supplied with caloric weights — 
allowing portioning the dough (or other food for which the weights are dedicated) 
into CENTICAL-ly sized portions. For example, a bakery may use 200 calorie weights 
to portion dough into buns containing 200 calories each. 
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Claims: 



1. A mefhod of marking the content of substances of a food 
product coxnprising identifying on a package of said food 
product a quantity, ofat least one substance present in said food * 
product per a predetermined ixumber of calories charact^izing 
said food products. 

2. A food package implementing the method of claim 1. 

3. A method of marking a relative price of a food product 
comprising identifying on a package, of said food product a - 
price per a predetermined number of calories characterizing 
said food product. 

4. A food package implementing the method of claim 2. 

5. A device used in a point of food sale for weighing food, 
processing food; packaging food and/or dete^^ . 
of food, the device comprising: 

(a) a mechanism for weighing fqbd, processmg'f6dd;i^ackaging foo.d ' 
and/or determining the price oif food; and ... 

(b) a mechanism for detemiining, rq>drdnfe'di^layihg and/or " * ■ '. 
controlling the pumber of. calorics of said fpod and/or q portion of said 
food. 
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